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AYARS  TOMATO  JUICE  FILLER 

Used  by  leading  Manu¬ 
facturers  for  filling 
Tomato  Juice,  also 

For  Fillins  Tomato  Pulp  and  Puree, 
Clear  Soups  etc 

For  Syrupins  Fruits,  Strins  Beans, 
Beets,  etc. 

F^as  no  air  vent  stems  to  damage 
Fruit. 

Designed  For  high  speed. 

Belt  drive  or  direct  connected. 

Fills  absolutely  accurate. 

No  Can  No  Fill. 

Rapid  Valve 

Built  in  three  sizes,  Eight  Valve, 
Twelve  Valve  and  Sixteen  Valve. 

Prices  on  request. 

AVARS  MACHINE  COMPANY,  Salem,  New  Jersey 


Their  use  means  a  larger  profit  for  the 
Canner  because  they  thresh  peas  more 
efficiently  and  permit  the  packer  to  get  a 
pack  of  better  quality.  This  has  been 
proven  many  times  by  actual  operation 
and  careful  tests. 


FRANK  HAMACHEK  MACHINE  CO. 

Miiniiliiitiircrx  of  Virj.?rs,  Viner  Feeders,  Ensilage  Distributors  and  Chain  Ad/usters 

KEWAUNEE,  WISCONSIN 
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CROWN  CAN  Closing  Machines  assure 
you  an  uninterrupted  pack  .  .  .  less  spoil¬ 
age  . . .  less  delay  . . .  uniform  closures  . . . 
prompt  servicing.  You  profit  from  savings 
through  their  speed  and  efficiency. 

And  the  CROWN  CAN  COMPANY 
files  can  prove  it! 

{  These  excerpts  are  from  Conners'  letters  in  our  files. 
Names  on  request.) 

. .  to  let  the  Crown  Can  Company  know  how 
well  pleased  I  am  with  the  splendid  work  done 
by  the  Closing  Machines  .  .  .  Because  of  the 
ease  of  operation  we  were  able  to  get  excellent 
results  with  an  inexperienced  operator  .  .  . 
You  will  be  interested  that  we  have  had  less 
spoilage  this  season  than  at  any  other  season 
since  the  plant  was  constructed  seven  years 
ago.  We  have  had  practically  none.” 

Texas 


"Undoubtedly  you  will  be  pleased  that  our 
pack' was  put  up  without  closing  machine  inter¬ 
ruption.  We  are  perfectly  satisfied  with  the 
equipment  you  are  furnishing  .  .  .  The  new 
29  V  Vacuum  Machine  is  a  wonder.” 

Illinois 

"To  canners  a  good,  smoothly  operating  closing 
machine  is  essential,  and  yours  have  given  the 
utmost  satisfaction.” 

Maryland 

". . .  therefore  Mr.  A.  has  moved  out  the  closing 
machines  in  the  new  plant,  in  order  to  give 
Crown  Can  the  business.” 

Texas 

".  .  .  your  closing  machines  and  your  closing 
machine  service  has  been  absolutely  perfect.” 

Maryland 


"The  good  work  done  by  the  Closing  Machine 
...  is  a  constant  source  of  satisfaction  during 

the  packing  season.”  _  . 

^  ^  Maryland 


CROWN  CAN  Closing  Machines  .  .  . 
dependable  construction  .  .  .  operation 
and  efficiency. 


CROWN  CAN  COMPANY  •  PHILADELPHIA,  PA. 

Division  of  Croun  Cork  and  Seal  Co. 

BALTIMORE  ST.  LOUIS  HOUSTON  MADISON 


INDEPENDENT  AND  HELPFUL 
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W, 


hen  you  need  cans  fast. . .  do  you  get  them. . .  on  time? 


The  CONTINENTAL  CAN  COMPANY  has  an  experienced 
organization  of  men  who  are  experts  on  getting  cans 
through  to  you,  regardless  of  conditions  which  might 
normally  hold  others  up. 


Mr.  R.  E.  Tanner 


Mr.  Nelson  Hitchcock 
Sales  Representative 
Tennessee  and  Kentucky 


Sales  Representative 
Ohio 


Know  these  CONTINENTAL  representatives  better!  They  offer  you  the  benefit 
of  their  experience  and  knowledge  gained  in  successfully  serving  many  canners. 


OFFICES  IN;  NEW  YORK  •  CHICAGO  •  SAN  FRANCISCO  •  MONTREAL  •  TORONTO  •  HAVANA  •  AND  ALL  PRINCIPAL  CITIES 
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EDITORIALS 


WAR  MADE  CANNING — Young  men,  and  men 
who  were  once  young,  easily  recall  the  taunts 
and  the  terror  that  the  neighborhood  bully 
caused  them,  and  the  fear  and  hope  that  stirred  their 
very  souls,  when  after  all  the  bluster  and  boasting, 
some  one  called  the  bully’s  bluff,  that  the  bully  would 
be  thoroughly  and  soundly  thrashed,  ’member?  And 
those  bullies  were  always  thoroughly  thrashed.  Men 
are  only  grown  up  boys,  and  nations  are  composed  of 
men,  and  apparently  there  has  been  but  little  if  any 
change  in  them. 

So  after  all  the  rumors  and  threats  of  war,  war  has 
come.  Will  it  prove  to  be  the  catastrophe  so  generally 
predicted ;  does  it  mean  the  end  of  civilization,  as  many 
said  it  would  ?  The  answer  will  have  to  be  left  to  time. 

What  you  are  chiefly  interested  in,  while  your  hearts 
bleed  for  the  innocent  women  and  children  who  are  the 
chief  sufferers  from  such  madness,  is  (a)  what  effect 
will  it  have  on  the  canned  foods  industry,  and  (b) 
can  we  as  a  nation  keep  from  being  drawn  into  it? 

As  we  pointed  out  last  week,  you,  as  canners,  are 
the  producers  of  the  most  important  impliment  of  war, 
food,  and  of  food  in  the  only  form  suitable  to  meet 
the  barbaric  inventions  of  civilization,  noxious  gasses, 
and  the  death-dealing  poisons,  canned  foods.  Every 
other  form  of  food  and  even  water  was  proved,  in  the 
great  World  War,  to  be  dangerous  conveyors — virtual 
reservoirs — of  these  death-dealing  poisons.  The  tinned 
walls  of  cans  stayed  the  efforts  of  the  gas  to  pollute  the 
food  inside  of  them,  and  only  canned  foods  did  so.  You 
must  realize  this  and  in  consequence  you  have  a  right 
to  demand  and  to  receive  a  fair  return  in  price  for  the 
service  you  render.  That  does  not  mean  profiteering, 
but  it  does  mean  the  end  of  the  war  by  the  profiteers 
upon  the  canned  foods  industry,  and  from  which  the 
industry  has  suffered  heavily  over  the  past  two  years. 
And  it  means,  too,  that  there  are  not  enough  canned 
foods  in  the  world  today  to  even  nearly  take  care  of 
the  world’s  need  for  safe  food.  There  cannot  possibly 
help  but  be  a  heavy  over-demand  for  every  can  of 
food  now  in  existence,  or  yet  to  be  produced  from  this 
season’s  crops,  or  from  the  packs  of  other  than  season¬ 
able  products.  To  picture  this  more  vividly,  so  that  you 
will  not  fail  to  understand  the  position  you  now  hold 
as  the  provider  of  the  world  with  food,  consider  what  it 
would  mean  to  the  peoples  of  Europe,  and  particularly 
to  the  children  and  aged,  if  generous  supplies  of  canned 
milk  were  available  to  them!  As  inhuman  as  war  is, 
if  the  supplies  were  available  means  would  be  found 
to  get  them  to  the  people.  And  similarly  with  all  the 
staple  canned  foods.  This  country  is  the  only  sizeable 


supply  source  for  such  foods ;  they  are  easily  handled ; 
withstand  the  rigors  of  war-time  shipping;  free  from 
danger  of  contamination  or  infection,  and  the  entire 
contents  useable — no  waste.  And  the  world  knows  this. 

As  to  the  second  of  your  worries  let  us  urge  you  to 
keep  cool,  to  keep  your  feet  on  the  ground,  and  to  attend 
to  business.  It  will  do  no  good  to  get  all  worked  up 
over  this  war,  and  particularly  guard  yourself  against 
the  deluge  of  propaganda  that  is  coming  from  both 
sides,  and  don’t  let  any  of  it  “get  your  goat.”  Despite 
radio,  newspapers  and  whatnot,  you  cannot  place  impli¬ 
cit  confidence  in  anything  that  comes  from  the  war 
zone.  Neither  side  would  furnish,  in  advance,  its  plans 
or  intentions,  and  neither  would  either  admit  the  full 
results  of  its  losses.  So  keep  as  cool  as  you  can. 

As  to  our  ability  to  keep  out  of  the  war,  there  is  no 
question  but  what  all  of  us  want  to  stay  out,  but  it  may 
take  good  management  to  do  so.  We  all  have  our  part 
to  play,  and  chief  among  those  parts  is  a  thoroughly 
united  people ;  to  act  as  if  in  fact  we  were  in  war,  and 
act  as  one  nation,  putting  aside  all  political,  sectional 
or  other  differences,  and  become  Americans.  Tem¬ 
porarily,  at  least,  let  us  shelve  that  good-old  American 
game:  “I  have  a  right  to  my  own  opinion.”  Sure,  you 
have,  but  keep  it  to  yourself  for  the  time,  and  don’t 
rock  the  boat.  That  may  avoid  friction  and  unrest, 
and  that  is  what  we  need. 

If  you  are  worrying  about  the  neutrality  of  our  coun¬ 
try,  let  us  suggest  that  you  read  the  editorial  in  The 
New  York  Times  of  September  6th.  Here  it  is,  and  we 
think  you  will  endorse  it  wholeheartedly. 

AMERICAN  NEUTRALITY 

“President  Roosevelt  yesterday  proclaimed  the  neutrality  of 
the  United  States  in  the  war  which  has  begun  in  Europe.  This 
was  a  proper  and  a  necessary  act,  required  under  international 
law  and  stating  accurately  the  position  of  this  country.  The 
American  people  have  made  no  commitments  which  call  for  their 
intervention  in  this  struggle.  They  hope  passionately  that  it 
may  be  possible  for  us  to  avoid  being  drawn  into  it  and  that  we 
may  be  able  to  conserve  the  great  strength  of  the  United  States 
for  the  necessary  task  of  helping  to  rebuild  the  world  when  it 
is  again  at  peace. 

The  President  also  issued  yesterday  a  second  and  wholly  sepa¬ 
rate  proclamation  invoking  the  Neutrality  Act  of  1937.  This  is 
the  law  which  prohibits  in  time  of  war  the  export  to  any  bel¬ 
ligerent  nation,  or  to  any  neutral  for  transshipment  to  a  belliger¬ 
ent,  of  ‘arms,  ammunition  and  implements  of  war’ — and  the 
phrase  ‘impliments  of  war’  is  so  defined  by  statute  as  to  include 
aircraft,  whether  or  not  designed  or  intended  for  aerial  combat, 
as  well  as  propellers,  hulls,  aircraft  engines  and  other  similar 
equipment. 

The  President  has  many  times  indicated  his  disapproval  of  this 
legislation,  and  his  action  now  plainly  indicates  that  he  invokes  it 
only  because  he  has  arrived  reluctantly  at  the  conclusion  that 
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he  has  no  alternative  to  doing  so.  There  are  valid  reasons  for 
his  reluctance  and  for  his  disapproval.  The  Act  of  1937,  as 
distinguished  from  the  older  authority  under  which  the  President 
has  taken  the  thoroughly  proper  step  of  declaring  the  United 
States  to  be  a  neutral  nation,  is  a  costly  and  ill-considered  act. 
It  is  wholly  at  variance  with  American  tradition.  It  is  unreal¬ 
istic  in  its  approach  to  the  problem  it  attempts  to  solve.  It  is 
unneutral  in  the  effect  it  will  have  in  the  present  conflict.  It  is 
dangerously  short-sighted  from  the  point  of  view  of  our  own 
national  interest.  That  interest,  certainly,  is  to  see  aggression 
checked  in  Europe  and  the  war  brought  as  speedily  as  possible 
to  a  conclusion  which  will  permit  decent  standards  of  inter¬ 
national  conduct  and  the  democratic  system  of  government  to 
survive.  Nor  should  the  fact  be  overlooked  that  the  longer  the 
war  continues,  and  particularly  if  it  goes  against  the  nations 
with  whom  our  natural  sympathies  lie,  the  greater  becomes  the 
risk  of  our  involvement.  We  do  not  conserve  our  interests 
when  we  deny  the  democracies  of  Europe  the  opportunity  to  find 
in  this  nation  the  instruments  of  self-defense. 

The  Act  of  1937  owes  its  adoption  to  the  belief,  undoubtedly 
held  by  many  people  whose  sincerity  cannot  be  questioned,  that 
the  transport  of  arms  in  American  ships  and  the  sale  of  such 
arms  to  foreign  Governments  on  credit,  were  primarily  responsi¬ 
ble  for  the  involvement  of  the  United  States  in  the  World  War 
of  1914-18.  We  do  not  share  this  belief.  But  we  agree  with 
those  who  think  that  as  little  as  possible  should  be  left  to  chance 
and  inadvertence;  that  if  the  time  should  ever  come  when  it  is 
necessary  for  the  United  States  to  face  the  terrible  choice  of 
entering  this  tragic  conflict,  the  decision  should  be  made  on  the 
merits  of  the  question  and  because  our  own  safety  is  directly 
threatened — and  not  because  we  had  permitted  ourselves  to  drift 
into  war  accidentally.  For  this  reason — that  is,  for  the  sake  of 
taking  every  precaution  to  avoid  the  accidental  choice — it  is 
reasonable  to  propose  that  the  so-called  ‘cash-and-carry’  pro¬ 
visions,  until  recently  applied  to  the  export  of  war  materials  like 
steel  and  copper,  should  be  applied  specifically  in  the  case  of 
arms  themselves.  This  would  insure  us  against  whatever  risks 
might  be  involved  in  the  transport  of  arms  by  American  ships, 
or  in  the  sale  of  such  arms  on  credit.  At  the  same  time  steps 
should  at  once  be  taken  to  limit  severely  all  profits  arising  from 
the  sale  of  arms  and  war  materials  to  foreign  Governments. 

But  when  that  precaution  has  been  taken,  surely  the  case  for 
amendment  of  existing  law  in  order  to  repeal  the  present  abso¬ 
lute  and  automatic  embargo  on  arms  shipments  becomes  irre¬ 
sistible.  The  democracies  of  Europe  have  every  right — morally, 
legally  under  the  precepts  of  international  law,  and  tradition¬ 
ally  according  to  the  standards  which  we  ourselves  have  set — 
to  come  to  us  now  with  their  own  funds  and  take  away  from  our 
shores  in  their  own  ships  the  weapons  of  self-defense  which  they 
so  desperately  need.  They  have  every  right  to  ask  that  we  shall 
not  now  penalize  them  unfairly  because  in  the  past  they  have 
followed  our  own  advice  to  them  against  building  up  huge  arma¬ 
ments,  and  because  they  have  lagged  behind  Germany  in  the 
preparations  they  have  made  for  war,  particularly  in  the  matter 
of  airplanes.  They  have  every  right  to  ask,  and  to  expect,  that 
we  shall  not  be  blind  to  our  own  interests. 

Every  practical  consideration  of  our  own  security,  every  decent 
regard  for  the  rights  of  nations  which  are  resisting  unprovoked 
aggression,  every  instinctive  loyalty  to  the  cause  of  democracy 
and  honor  in  a  troubled  world  counsels  amendment  of  the  Neu¬ 
trality  Act  at  a  special  session  of  Congress  to  be  held  without 
a  moment’s  unecessary  loss  of  time.” 

THE  FESTIVE  TOMATO— It  is  but  right  and 
proper  that  we  call  this  famous  love  apple,  the  Festive 
Tomato,  for  note  that  they  have  been  holding  Tomato 
Festivals  in  many  sections,  notably  in  Indiana  and  in 
West  Virginia,  where  the  Queens  of  the  Tomato  were 
crowned.  This  is  the  first  vegetable,  we  believe,  that 
has  been  so  honored,  or  at  least  in  such  formal  fashion, 
and  who  is  there  to  say  that  the  Tomato  is  not  fully 
entitled  to  it? 

Now  what  you,  dear  reader,  want  to  see  above  all 
else,  is  that  the  canned  tomato  be  raised  in  price  to  the 
level  of  the  queen.  And  you  should  see  it  this  year 
of  years. 


SCOTCHING  THE  RUMOR-MONGERS’^ 

HE  Merchandising  Committee  of  the  Wisconsin 
Canners  Association  cites  examples  that  ought  to 
warn  you.  It  says : 

“Two  examples  of  the  regular  work  carried  on 
by  this  committee  may  be  of  interest  to  the  mem¬ 
bership.  Both  occurred  within  the  past  two  weeks. 
Canner  ‘A’  reported  that  he  had  been  told  that  the 
‘X’  Grocery  Company  claimed  to  have  been  offered 
standard  4  sieve  Alaskas  by  Canner  ‘B’  at  75  cents 
per  dozen.  Canner  ‘B’  was  contacted  and  reported 
that,  as  part  of  some  business  booked  early  in  the 
spring,  he  had  agreed  to  sell  the  ‘X’  Grocery  Co.  75 
cases  at  75  cents,  provided  the  Grocery  Co.  also 
took  1000  cases  at  80  cents.  The  price  for  the  1075 
cases  was  therefore  79'-/-;  cents  per  dozen.  Canner 
‘B’  also  obtained  a  letter  from  the  ‘X’  Grocery  Co. 
admitting  these  were  the  facts. 

“In  the  second  example,  a  broker  in  an  eastern 
city  sent  Canner  ‘C’  samples  of  fancy  2  sieve 
Alaskas  which  the  broker  stated  had  been  sold  out 
of  Wisconsin  at  $1.15  per  dozen  factory.  Canner 
‘C’  thought  he  recognized  the  code  marks  on  the 
can  and  Canner  ‘D’  was  contracted  to  determine 
whether  these  were  his  goods  and  to  verify  the 
price.  Canner  ‘D’  identified  the  samples  as  being 
from  two  sales  he  had  made  but  produced  his  sales 
tickets  to  show  that  the  price  on  one  lot  of  that 
item  was  $1.30  per  dozen,  and  on  the  other  lot 
$1.35  per  dozen.” 

Continuing  the  Committee  Comments : 

“The  extent  of  the  committee’s  usefulness  is 
limited  only  by  the  use  which  canners  make  of  it. 

Of  course,  it  is  not  necessary  to  refer  the  matter 
to  the  committee  if  you  are  willing  to  get  directly 
in  touch  with  the  packer  involved  when  you  hear 
a  report  that  sounds  ‘fishy’.  But  one  way  or 
another,  it  frequently  pays  to  investigate  before 
meeting  the  lower  price.” 

*■  Polite  for  Liars 

CALENDAR  OF  EVENTS 

SEPTEMBER  5-22,  1939 — Short  Course  in  Food  Technology, 
Masachusetts  Institute  of  Technology,  Cambridge,  Mass. 

SEPTEMBER  6-9,  1939 — Pea  Aphid  Control  Conference,  Okee 
Lodge,  Okee,  Wisconsin. 

SEPTEMBER  11,  1939 — Public  hearing  on  standards  for  fruit 
preserves,  jellies  and  butters  under  the  Food  and  Drug  Act, 
Room  1039  South  Building,  Department  of  Agriculture, 
Washington,  D.  C. 

SEPTEMBER  18-20,  1939 — Super  Market  Institute,  Cincinnati, 
Ohio. 

OCTOBER  9-11,  1939 — Annual  Convention,  National  Associa¬ 
tion  of  Food  Chains,  Drake  Hotel,  Chicago. 

OCTOBER  30-31,  NOVEMBER  1,  1939— Associated  Grocery 
Manufacturers  of  America,  31st  Annual  Convention,  Waldorf- 
Astoria  Hotel,  New  York. 

NOVEMBER  16-17,  1939 — Indiana  Canners  Association,  Fall 
Meeting,  Indianapolis,  Indiana. 

NOVEMBER  1-2  1939 — lowa-Nebraska  Canners  Association, 
Annual  Convention,  Hotel  Fort  Des  Moines,  Des  Moines,  Iowa. 

DECEMBER  7-8,  1939 — Tri-State  Packers  Association,  Annual 
Meeting.  Place  to  be  announced. 

JANUARY  20-27,  1940 — National  Conventions,  Stevens  Hotel, 
Chicago. 
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Corn  Canners  Enter  Label  Objection 


UNDER  date  of  September  1,  over  the  signature 
of  Wilbur  G.  Carlson,  Executive  Secretary,  the 
Corn  Canners  Service  Bureau,  directed  the  fol¬ 
lowing  letter  to  the  office  of  the  Solicitor,  U.  S.  Depart¬ 
ment  of  Agriculture,  Washington,  concerning  the 
proposed  definitions  and  standards  for  canned  com: 

Gentlemen : 

Re:  Suggested  Regulation  52.990  “White  corn” 
and  “Yellow  corn”  Fed.  Register,  Tuesday,  August 
15,  1939.  Page  3615. 

We  wish  to  register  an  objection  and  present  some 
facts  for  the  guidance  of  the  Food  and  Drug  Admin¬ 
istration  under  the  reference  regulation  on  canned  corn 
designations. 

Our  objections  are  made  only  to  the  following  terms 
in  the  “Suggested  Regulations”: 

Under  the  heading  “White  corn”,  the  use  of  the 
word  “Crushed”  instead  of  CREAM  STYLE. 

Under  the  heading  “Yellow  corn”,  the  use  of 
the  word  “Yellow”  instead  of  GOLDEN. 

We  have  taken  no  part  in  previous  hearings  be¬ 
cause  we  felt  that  the  regulations,  when  issued,  would 
follow  trade  practices  primarily  and  common  or  usual 
consumer  designations  specifically. 

Now  the  “Suggested  Regulations”  have  been  called 
to  our  attention  and  we  find  that,  somehow  or  other, 
common  or  usual  names  are  being  changed  to  the  ex¬ 
tent  that  considerable  consumer  confusion  in  the  pur¬ 
chase  of  canned  corn  will  be  created. 

The  principal  basis  for  our  contention  is  a  set  of 
newspaper  clippings  which  had  been  and  were  in  our 
possession  for  another  purpose  when  the  “Suggested 
Regulations”  were  brought  to  our  attention  last  week. 
These  clippings,  1135  in  number,  were  ordered  as 
follows : 

“Any  and  all  retail  grocers’  advertisements 
listing  canned  corn  whether  or  not  brand  name  is 
given.  To  be  clipped  from  daily  papers  published 
in  Illinois,  Indiana,  Ohio,  Wisconsin,  Iowa  and 
Missouri.” 

When  the  “Suggested  Regulations”  were  called  to 
our  attention,  we  felt  that  a  study  of  these  clippings, 
with  the  addition  of  clippings  from  other  states,  would 
be  very  helpful  in  establishing  the  common  or  usual 
names  for  any  style  of  GOLDEN  corn  as  well  as  the 
CREAM  STYLE  of  either  white  or  GOLDEN  corn. 

Therefore,  we  have  asked  a  disinterested  third 
party  to  make  an  analysis  of  the  1775  clippings  (our 
criginal  1135  plus  the  640  from  other  states)  in  order 
to  determine  the  practice  of  the  retailer  in  describing 
canned  corn  to  the  consumer. 

The  analysis  of  all  the  clippings  discloses  the  fol¬ 
lowing  information  bearing  upon  our  objections: 

The  1775  clippings  carry  2767  mentions  of  corn. 
2573  of  the  mentions  are  of  canned  corn. 

194  of  the  mentions  are  of  fresh  corn. 


Of  the  2767  mentions  only  30  mentions  are 
“crushed”  while  227  are  CREAM  STYLE  and  only 
U7  mentions  are  “yellow”  ivhile  Jt92  are  GOLDEN. 

The  balance  of  the  mentions  (1971)  are  assorted 
among  white,  brand  name  only,  the  word  corn  only, 
country  gentleman,  niblets,  whole  grain  and  whole 
kernel  in  varying  amounts. 

Note:  “Suggested  Regulations”  present  “Whole 
Grain”  or  “Whole  Kernel”  as  optional  terms.  The 
clippings  disclose  that  “Whole  Grain”  received 
only  31  mentions  while  “Whole  Kernel”  received 
125. 

The  clippings  represent  grocers’  newspaper  adver¬ 
tisements  from  36  states  and  Washington,  D.  C. 

We  respectfully  submit  this  material,  and  in  elab¬ 
oration  of  its  significance,  point  out  that  retailer 
designation  of  canned  corn  in  newspaper  advertising 
certainly  must  be  guided  entirely  by  what,  among  his 
consumers,  is  the  common  or  usual  name  for  any 
canned  corn,  whether  it  be  any  style  of  GOLDEN 
corn  or  the  CREAM  STYLE  of  either  white  or 
GOLDEN  corn. 

The  above  analysis  of  grocer  advertisements  of 
canned  corn  is  submitted  as  a  source  of  a  definite 
evidence  for  the  purpose  of  establishing  common  or 
usual  names. 

Further,  the  Corn  Canners’  Service  Bureau  wishes 
to  point  out  that  trade  practices  in  the  canning  indus¬ 
try  and  in  the  distribution  of  canned  corn  from  the 
canner  to  the  retailer  definitely  establish  the  fact  that 
CREAM  STYLE  and  GOLDEN  are  the  terms  used 
to  designate  the  items  which  the  “Suggested  Regula¬ 
tions”  refer  to  as  “crushed”  and  “yellow”  respectively. 

May  we  further  elaborate  on  the  description  of  the 
type  of  sweet  corn  known  as  GOLDEN  ?  To  establish 
this  nomenclature  as  the  only  one  recognized  any¬ 
where  in  referring  to  GOLDEN  sweet  corn  of  the 
variety  developed  from  golden  bantam,  we  point  out 
the  following  facts : 

1.  Agricultural  Experiment  Stations  of  the  Col¬ 
leges  of  Agriculture  have  used  the  word  Gold¬ 
en  throughout  their  work  of  developing  the 
golden  bantam  sweet  corn  from  its  early 
stages  to  the  highly  developed  variety  it  is 
today. 

Note:  The  word  GOLDEN  has  been  used  to 
differentiate  primarily  between  the  golden  sweet 
corn  and  the  yellow  field  corn. 

2.  The  word  GOLDEN  has  been,  and  is,  used 
down  the  line  through  the  channels  of  trade 
to  the  consumer  in  describing  GOLDEN  corn 
and  the  yellow  field  corn. 

3.  The  word  GOLDEN  is,  therefore,  used  as  the 
common  or  usual  name  by 

Agricultural  experts,  educators  and  scien¬ 
tists,  Seed  breeders.  Farmers,  Canners, 
Brokers  and  jobbers.  Wholesalers,  Retailers, 
Newspapers,  and  Consumers. 
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Note:  The  word  “yellow”  neither  is,  nor  has 
been,  used  generally  to  describe  ANY  SWEET 
CORN  until  it  apperaed  in  the  “Suggested  Regula¬ 
tions” — unless  it  might  have  occurred  in  some 
remote  place  as  an  uncommon  or  unusual  name. 

The  term  CREAM  STYLE  also  is  used  as  the  com¬ 
mon  or  usual  name  by 

Canners,  Brokers  and  jobbers.  Wholesalers, 
Retailers,  Newspapers,  and  Consumers. 

Note:  The  word  “crushed”  too,  neither  is,  nor 
has  been,  used  to  describe  ANY  SWEET  CORN 
until  it  appeared  in  the  “Suggested  Regulations” — 
unless  it  might  have  occurred  in  some  remote  place 
as  an  uncommon  or  unusual  name. 

-  These  pertinent  facts  as  presented  are  the  views  of 
an  industry.  The  grocers’  advertising  analysis  made 
concerning  the  common  or  usual  names  for  GOLDEN 
and  CREAM  STYLE  corn  are  submitted  as  evidence 
that  trade  practice  and  the  common  or  usual  names 
definitely  establish  that  the  channels  of  distribution  for 
canned  corn,  and  the  consumer  will  recognize  the  word 
GOLDEN  and  the  term  CREAM  STYLE.  ANY 
OTHER  DESIGNATION  OF  THE  PRODUCT 
WOULD  BE  CONFUSING  TO  THE  TRADE  AND 
MISLEAD  THE  CONSUMER. 

This  information  and  the  objection  to  the  “Sug¬ 
gested  Regulations”  are  both  respectively  submitted 
by  the  Corn  Canners’  Service  Bureau.  This  Bureau  is 
established  by  corn  canners  in  the  interest  of  all  corn 
canners  and  files  this  objection  as  such. 

The  Bureau  is  ready  at  any  time  to  go  further  into 
detail  in  presenting  facts  concerning  canned  corn  to 
the  Food  and  Drug  Administration,  or  to  any  official 
of  the  Department  of  Agriculture. 

A  NOTABLE  ACCOMPLISHMENT 

HE  Corn  Canners’  Service  Bureau,  Room  1311, 
West  Monroe  Street,  Chicago,  Ill.,  under  date  of 
August  30,  1939,  reported  on  its  work  to  date,  and 
it  is  a  record  to  be  proud  of.  The  report  says: 

Open  Letter  to  Corn  Canners : 

Corn  canners  everywhere  should  have  the  story 
of  what  the  Corn  Canners’  Service  Bureau  has 
accomplished  for  the  industry. 

To  those  corn  canners  who  have  not  actively 
participated  in  the  Bureau’s  progress,  as  well  as 
those  w'ho  have,  we  want  to  review  the  work  of 
the  Bureau  since  its  inception  in  March,  1939. 

Apologizing  for  lack  of  originality,  we  have 
called  this  an  “Open  Letter”  to  corn  canners. 

First  in  importance,  we  think,  is  the  influence 
we  have  had  in  bringing  various  factors  in  the 
industry  together  around  the  conference  table ;  to 
settle,  by  discussion,  many  questions  which  were 
only  sore  points  and  irritations  before.  Through 
such  discussions  and  the  Bureau’s  program  of 
market  postings,  canners  have  begun  to  think  of 
the  industry’s  ills  on  a  national  scale,  which  cer¬ 
tainly  is  necessary  before  satisfactory  adjust¬ 
ments  can  be  made. 

Country-wide  problems  require  country-wide 
understanding  and  cooperation.  County  and  state 


lines  have  become  less  distinct  under  the  system 
of  market  discussion  and  data  fostered  by  the 
bureau.  State  Associations  have  cooperated 
whole-heartedly  in  fostering  this  idea. 

As  a  result  of  this  new  understanding  and  co¬ 
operation,  certain  terrible  predictions  that  were 
made  freely'  at  the  first  of  the  year  have  not  come 
true. 

Ruinous  prices  were  prophesied — on  the 
contrary — prices  actually  improved. 

900,000  more  cases  of  corn  moved  from 
warehouses  between  April  1st  and  July  1st  of 
this  year  than  between  April  1st  and  July  1st 
of  last  year — the  largest  increase  of  any 
canned  vegetable  for  the  same  period. 

Needed  adjustments  of  acreage  have  been 
accomplished,  with  a  beneficial  effect  on  mar¬ 
keting  conditions. 

Many  rumors  of  unfair  practices  have  been 
traced  down,  and  corrected  or  proved  ground¬ 
less. 

Quotation  exchanges  have  given  canners  a 
true  picture  of  conditions  throughout  the 
country,  and  enabled  them  to  plan  their  acti¬ 
vities  accordingly. 

If  the  effect  of  the  Bureau’s  work  can  be  ex¬ 
pressed  in  a  single  phrase,  it  is  this:  Confidence 
ha^  been  revived,  and  pessimistic  sentiment  has 
given  way  to  a  full  note  of  optimism. 

Bureau  value  to  the  individual  canner,  of  course, 
has  increased  with  his  cooperation  in  its  activities 
and  the  use  he  has  made  of  its  facilities.  Mea¬ 
sured  on  an  industry-wide  basis,  we  can  safely 
say  that  in  addition  to  help  in  stabilizing  the  in¬ 
dustry,  Bureau  services  have  saved  corn  canners 
hundreds  of  thousands  of  dollars  and  enhanced 
the  value  of  corn  canning  plants. 

The  Bureau  is  constantly  on  watch  for  new 
ideas  and  activities  which  can  be  placed  into 
operation  on  a  national  basis.  We  request  your 
cooperation  and  sincerely  invite  your  suggestions 
and  criticisms. 

Corn  canners  from  every  section  have  thus  far 
made  Bureau  existence  and  activity  possible  by 
appropriating  1/10  cent  per  case  on  corn  on  hand 
January  1st,  1939.  They  have  also  loyally  sup¬ 
ported  and  made  use  of  Bureau  services. 

If,  per  chance,  you  have  not  already  made  your 
contribution  will  you  please  do  so?  Should  you 
prefer  to  be  invoiced,  please  advise  the  Bureau. 

Trustees 

New  England  States . John  Baxter 

New  York . S.  K.  Farrar 

Maryland . J.  M.  Shriver 

Ohio . J.  1.  Smith,  Jr. 

Indiana . W.  A.  Miskimen 

Illinois . C.  H.  Chitham 

Iowa . F.  E.  Brewer 

Wisconsin . J.  L.  Albright 

Minnesota . C.  J.  Meister 

Sincerely  yours. 

Corn  Canners’  Service  Bureau 


September  11,  1939 


THE  CANN  I  NC  TRADE 


9 


PHILLIPS  SALES  COMPAIVY,  Inc. 


B  rokers  and  C 


ommission 


Ganne^  and  Gannen  Supplies 

Located  in  the  heart  of  Maryland's  great  packing  industry.  Brokers 
and  representatives  desired  in  all  markets.  Packers'  accounts  solicited. 

CAMBRIDGE  •  MARYLAND,  D.  S.  A. 


A  Iways  Dependable  ! 

OLD  FAITHFUL  BRAND 

Seed  Peas  For  Canning  and  Freezing 

GALLATIN  VALLEY  SEED  CO. 

BOZEMAN,  MONTANA 


.11 


Artistic 

Labels 


Plain. 

Varnished. 

Embossed. 

THE 

Simpson  s  Doeller 

CO. 

PALTIMORE.MD. 


Prompt  shipment  of  com¬ 
plete  line  of  lap  pastes, 
pick-up  gums  and  cements, 
case  sealing  glue. 

A.  K.  ROBINS  &  CO.,  Inc. 

Baltimore 

Serving  the  Eastern  Shore 

Ollier  warehouse  stocks  conveniently  located  in 
all  canning  areas. 

DEWEY  &  AEMY  CHEMICAL  CO. 
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As  Premiums  Are  Being  Used 

By  ‘^BETTER  PROFITS’^ 

Special  Correspondent  of  "The  Canning  Trade" 


AT  the  time  this  is  being  written  we  are  not  certain 
whether  or  not  all  the  world  will  finally  be 
/  \  plunged  into  war  but  the  outlook  is  dark  indeed. 

By  the  time  you  are  reading  it  our  way  will  probably 
be  a  little  clearer.  In  the  meantime,  if  war  comes, 
which  God  forbid,  as  has  been  pointed  out  so  many 
times,  canned  foods  will  again  play  an  important  part 
in  the  plans  of  all  combatants  and  civilian  populations 
of  warring  nations  as  well.  In  the  event  of  a  world¬ 
wide  catastrophe  such  as  we  are  facing  tonight 
you  may  well  say  that  articles  on  establishing 
consumer  demand  will  be  but  little  read;  that  canned 
foods  will  be  snapped  up  at  asking  prices.  What  then 
you  will  argue,  is  the  need  for  the  establishment  of 
consumer  demand  ?  Sell  all  we  can,  for  as  much  as  we 
can  get  for  it ;  establish  a  big  reserve  from  the  profits, 
and  from  this  reserve  draw  our  funds  for  the  establish¬ 
ment  of  consumer  demand  when  the  crying  need  for 
our  goods  has  passed. 

A  rosy  picture  but  wrong  on  all  counts !  The  demand 
will  arise  no  doubt.  The  chances  are  ninety-nine  out 
of  one  hundred  that  as  soon  as  the  need  arises  the 
Government  will  establish  a  base  price  for  purchases, 
a  fair  one  to  all  concerned  but  not  one  allowing  the 
accumulation  of  great  capital  reserves.  In  this  base 
price  will  be  a  margin  sufficient  for  the  reasonable  pro¬ 
motion  of  your  goods  to  the  housewives  still  interested 
in  securing  the  best  for  their  tables  at  the  lowest  price 
consistent  with  the  quality  demanded.  Do  not  make 
the  mistake  so  many  made  during  the  late  World  War 
and  allow  all  your  efforts  toward  establishing  your 
brands  to  go  by  the  board.  Again,  the  war,  if  it  comes, 
may  be  of  only  short  duration.  You  may  find  your¬ 
selves  with  stocks  of  unsold  merchandise  in  your  ware¬ 
houses  for  which  no  stable  demand  will  exist.  Then 
is  when  your  efforts  toward  acquainting  the  consumers 
with  your  labels  will  bear  fruit  ten  and  twenty  fold. 

In  the  meantime,  time  passes  and  it  will  help  us  to 
note  what  others  are  doing  today  toward  creating  con¬ 
sumer  interest  in  their  goods.  I  quote  from  Wholesale 
Grocers  News  for  August  1939.  “Jordan-Stevens, 
(Wholesale  Grocers)  Minneapolis,  presented  retailers 
with  electric  shavers  for  winning  displays  of  Jordan’s 
coffee.  Photographs  of  the  three  best  displays  were 
awarded  the  electric  shavers.”  It  wouldn’t  cost  any 
canner  a  great  deal  to  make  a  like  award  for  the  three 
best  displays  of  his  canned  foods  in  a  given  market. 
The  impetus  to  sales  derived  from  the  displays  would 
be  well  worth  the  expense  involved.”  A  B  (I!  stores, 
sponsored  by  R.  Schayowitz  &  Sons,  Detroit,  Michigan, 
each  week  has  been  giving  away  forty  tickets  to  the 


Detroit  ball  games.  Customers  receive  an  entry  card, 
write  ten  words  or  less  as  to  why  she  trades  at  an  A  B  C 
store.  Each  week  newspaper  advertising  announces 
forty  winners.”  Every  canner  can  afford  to  give  away 
ten  tickets  to  the  World  Series  baseball  games 
(especially  if  the  Series  is  held  in  Cincinnati)  to  the 
ten  brokers  showing  the  largest  bookings  of  a  ten-day 
period  preceding  the  World  Series.  “Kothe  Wells  & 
Bauer  Company,  Indianapolis,  Indiana,  advertised  a 
two-cup  drip  coffee  maker,  and  a  pound  of  Ko-We-Ba 
coffee,  for  59  cents.  Copy  pointed  out  the  two  items 
bought  separately  would  cost  88  cents  for  the  combina¬ 
tion.”  Corn  canners  would  offer  two  cans  of  fancy 
Country  Gentleman  corn  for  35  cents  together  with  an 
up-to-date,  useable  can  opener. 

“Clover  Farm  Stores  featured  an  offer  of  a  utility 
dish  and  a  large  jar  of  Clover  Farm  grape  jam  for 
27  cents.”  Cherry  canners  might  offer  two  cans  of 
number  two  size,  and  a  measuring  cup,  for  a  sum 
representing  a  saving  to  the  housewife. 

“Western  Grocer,  Marshalltown,  Iowa,  offered  a 
Pepperel  sheet  for  79  cents  to  purchasers  of  six  pounds 
of  Jack  Spratt  Coffee.”  Peach  canners  might  offer  a 
six-cup  aluminum  coffee  maker  for  73  cents  to  those 
customers  buying  six  two-and-a-half-size  cans. 

“A  face  cloth  free  with  each  purchase  of  four  bars 
of  Sally  May  toilet  soap  was  featured  by  I,  G.  A.  stores. 
A  sport  handkerchief  was  offered  for  2  cents  with  each 
one  pound  of  Blue  ‘G’  Coffee,”  Any  canner  could  do 
as  much  from  the  reasonable  margin  that  should  be 
secured  from  the  sale  of  canned  foods, 

“Bursley  &  Company,  Fort  Wayne,  Indiana,  are  ad¬ 
vertising  a  dessert  dish  free  with  three  packages  of 
Little  Elf  gelatine  dessert.”  Any  one  in  the  canning 
business  could  give  a  baking  spatula  with  the  purchase 
of  three  cans  of  their  product, 

“A  tooth  brush  imprinted  with  the  consumer’s  name 
was  used  as  a  premium  by  Fairlawn  Stores  with  Red 
Raven,  Supreme,  Fairlawn  and  Holland  House  Coffee. 
The  brush  was  obtained  for  ten  cents  when  accom¬ 
panied  by  a  sales  slip.”  In  this  as  in  every  case,  the 
cash  accompanying  the  returned  sales  slip  paid  or 
helped  toward  paying  for  the  premium. 

“Western  Grocer  Co.,  have  built  up  volume  sales  on 
Jack  Spratt  Wheat  Puffs  by  offering  a  molded  rubber 
playball  free  with  two  packages.”  Here  again  you  see 
how  wholesale  grocers  build  sales  by  means  of  pre¬ 
miums.  All  of  them  have  the  same  competitive  prob¬ 
lems  to  face  that  confront  you.  Each  is  anxious  to  out¬ 
distance  his  competitor,  each  firm  mentioned  has  done 
well  in  business  as  far  as  I  know. 
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In  these  times  of  intense  super  market  competition 
in  many  markets,  adopt  the  premium  plan  for  promot¬ 
ing  increased  sales,  and  tie  it  up  with  your  attempts 
to  secure  a  living  re-sale  margin  for  your  dealers, 
large  and  small.  Make  your  shipment  of  the  premium 
dependent  on  the  maintainance  of  a  reasonable  margin 
on  the  part  of  all  concerned  and  you  will  have  a  mini¬ 
mum  of  complaints  in  connection  with  loss  leader  mer¬ 
chandising.  Each  one  of  the  plans  mentioned  has  the 
advantage  of  adaptability.  You  may  run  a  campaign 
in  but  a  single  market,  test  it  out  thoroughly,  learn  to 
like  it,  estimate  the  probable  expense  when  applied  to 
so  many  thousands  of  cases  of  your  pack,  and  then 
introduce  it  to  as  many  additional  markets  as  you  wish. 

You  can’t  argue  that  you  have  no  funds  with  which 
to  undertake  such  campaigns  as  in  the  case  of  pre¬ 
miums  delivered  for  so  much  cash.  Make  the  cash 
necessary  enough  to  cover  your  cost  of  premiums  at 
least  if  not  sufficient  to  cover  carrying  charges  to  the 
consumer  as  well.  Thus  you  will  lessen  your  cost  of 
the  merchandising  plan.  Remember  when  considering 
the  expense  to  which  you  will  be  put  that  without  some 
sales  plan  your  buyer  will  always  look  for  the  lowest 
price  possible.  Without  a  plan  whereby  your  goods 
may  be  more  easily  sold  than  usual  you  will  always 
have  to  listen  attentively  to  the  tale  of  the  buyer  who 
says  that  the  goods  he  has  always  sold  have  a  consumer 
demand  in  the  market;  that  yours  are  unknown,  that 
he  will  have  to  double  his  sales  or  advertising  efforts 
on  your  goods,  and  that  as  a  consequence  you  will  have 
to  shade  your  asking  price  a  little,  say  five  cents  a 
dozen  at  least.  You  can  buy  a  lot  of  merchandising 
helps  in  five  years  time  with  the  money,  you  won’t  have 
to  throw  off  your  selling  price  for  chiseling  buyers. 
Beat  them  to  the  draw  with  your  story  of  how  you  are 
going  to  help  them  sell  more  of  your  goods  with  less 
advertising  effort  and  merchandising  expense  than 
usual. 

Dependent  as  you  are  in  most  cases,  on  the  efforts 
of  brokers  to  sell  your  goods  profitably,  you  will  have 
in  premiums  a  valuable  weapon  with  which  to  combat 
their  efforts  to  get  you  to  consider  offers  for  your 
goods.  With  a  worked-out  merchandising  plan  they 
will  not  be  as  apt  as  now  to  pester  you  with  every  offer 
coming  over  their  desks.  Especially  if  you  sell  them  on 
the  plan  you  finally  adopt.  In  order  to  do  this,  consult 
them,  accept  their  advice  as  far  as  possible  in  connec¬ 
tion  with  the  premium  you  select.  Often  their 
knowledge  of  local  conditions  will  prove  very  helpful 
when  you  are  laying  your  plans.  As  long  as  you 
depend  on  brokers  to  do  your  selling,  let  them  help  your 
])lanning  as  well. 

Remember,  no  matter  what  comes  in  the  future, 
your  probable  greatest  success  in  your  chosen  field  lies 
in  developing  as  soon  as  possible  the  widest  consumer 
interest  in  your  goods  that  you  can  obtain.  You  may 
not  have  funds  with  which  to  do  the  job  you’d  like  to 
do ;  you  may  be  worried  about  your  inexperience  in  the 
task  of  building  consumer  interest  in  your  pack,  but 
the  greatest  loss  of  time  you  will  experience  in  this 
endeavor  you  will  finally  learn,  will  be  the  time  you 
loose  in  getting  started!  Your  sales  and  profits  will 
increase  as  you  merchandise  your  pack,  in  peace  or 
war ! 


The  CRCO  American 

Pickle  Slicer 


A  Necessity  To 
All  Packers  Of 
Cucumbers  and 
Cured  Pickles 
For  Six  Reasons 
1 

Very  Large  Capacity 
2 

Standard  Thickness 
Of  Slices 

3 

All  Slices  Are 
Uniform 

4 

Cut  Straight  Across 
Not  On  Bias 

5 

Small  End  Slices 
Easily  Removed 

6 

No  Pieces  Or  Chips 


The  CRCO  American  Pickle  Slicer  consists  of  a  series  of 
tinned  malleable  containers  slotted  and  grooved  to  permit 
pickles  to  pass  at  right  angles  through  knives,  giving  the 
cucumbers  a  clean  draw  cut.  The  knives  are  stainless 
steel  mounted  on  an  arbor  made  of  bronze.  The  frame  is 
heavy  angle  iron.  It  is  operated  by  a  motor  with  speed 
reducer  which  is  built  into  the  motor  frames. 


Send  for  Bulletin  APS-1  and  Prices 
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Green  Pea  Pack  in  the  United  States 

Compiled  by  Division  of  Statistics,  National  Canners 
Association 


September  5,  1939 

The  accompanying  report  of  the  1939  pack  of  peas 
is  based  on  actual  reports  of  canners’  packs  together 
with  estimates  for  those  canners  not  reporting.  The 
estimates  included  in  this  report  are  as  follows : 
Middle  Atlantic,  12  canners,  estimated  pack  of  49,000 
cases  Alaskas;  Wisconsin,  4  canners,  108,000  cases 
Alaskas  and  20,000  cases  Sweets;  West,  3  canners, 
17,000  cases  Alaskas  and  65,000  cases  Sweets.  A  few 
reports  gave  totals  only.  These  reports,  however, 
represented  only  about  5  per  cent  of  the  pack.  These 
totals  were  broken  down  to  grades  and  sieve  sizes  on 
the  same  basis  as  the  detailed  reports  of  canners  from 
adjoining  areas. 


1937,  1938  and 

1939  PEA  PACK- 

ACTUAL  CASES 

1939  Pack 

State 

1937  Pack 

1938  Pack 

Maine  . 

259,288 

172,006 

152,426 

New  York  . 

1,730,761 

2,415,729 

1,359,848 

Maryland  . 

1,847,328 

1,694,118 

824,097 

Delaware  &  New  Jersey 

256,366 

161,204 

67,537 

Pennsylvania  . 

537,743 

607,197 

220,769 

Ohio  . 

430,865 

298,300 

211,467 

Indiana  . 

823,737 

567,232 

326,758 

Illinois  . 

1.112,298 

1,014,298 

1,059,745 

Michigan  . 

889,379 

932,162 

441,168 

Wisconsin  . 

6,972,431 

8,976,778 

4,600,430 

Minnesota  . 

1,595,142 

1,691, .599 

1,472,239 

Montana  . 

275,892 

143,481 

134,020 

Idaho  &  Utah  . 

1,750,873 

1,992,416 

1,044,740 

Wash.  &  Oregon . 

3,558,683 

3,574,137 

3,389,560 

California  . 

280,784 

239.752 

287,574 

Other  States  . 

1,054,486 

949,906 

735,394 

Total  . 

23,376,056 

25,430,315 

16,327,772 

1939  ALASKA  PACK  BY  STATES 


State 

24/2 

48/8  Z 

48/1 

New  York  . 

62,038 

3t042o 

23,387 

Maryland  . 

Delaware  and  New  Jersey . 

664,232 

52,612 

11, .509 

17»475 

4.517 

Pennsylvania  . . 

Ohio  . 

118,329 

142,081 

767 

Indiana  . 

249,507 

17,0.54 

Illinois  . 

232,652 

32,.593 

Michigan  . 

138,258 

4,4.53 

Wisconsin  . 

2,070,015 

32,888 

219,440 

178,541 

19,737 

21,824 

Montana  . 

Idaho  and  Utah  . 

14,000 

Washington  and  Oregon  . 

California  . 

11,342 

2,552 

Other  States  . 

.  379,480 

32,180 

.  4.313.087 

70.211 

373,690 

1939  ALASKA  PACK  BY  STATES 


State 

24/303 

6/10 

Misc. 

Total 

Maine  . 

New  York  . 

7,791 

12,686 

2,753 

112,180 

Maryland  . 

12.121 

63,394 

647 

769,378 

Del.  &  New  Jersey.... 

7,464 

64,593 

Pennsylvania  . 

2,744 

9,259 

130,332 

Ohio  . 

4,293 

3,554 

150,695 

36,629 

9,900 

313.090 

Illinois  . 

1,377 

6,385 

273,007 

Michigan  . 

5,464 

148.175 

Wisconsin  . 

176,379 

277,792 

2,776.514 

Minnesota  . 

83,483 

26,781 

330.366 

Montana  . 

Idaho  &  Utah  . 

3.000 

17,000 

Wash.  &  Orgcon . 

62,776 

2,123 

78,793 

California  . 

Other  States  . 

36,595 

29,905 

7,520 

48.5.680 

Total  . 

424,188 

457,707 

10,920 

5,649,803 

1939  SWEETS  PACK  BY  STATES 


State  24/2  48/8  Z  48/1 


Maine  . 

.  137,614 

4,050 

New  York  . 

.  884,121 

6.5,477 

124,474 

Maryland  . 

.  31,342 

6,086 

551 

Delaware  &  New  Jer.sey . 

.  2,944 

Pennsylvania  . 

.  68,894 

Ohio  . 

.  52.736 

1,669 

Indiana  . 

.  13,668 

Illinois  . 

.  567,675 

43,387 

30,030 

Michigan  . 

.  272,605 

10,292 

Wisconsin  . 

.  1,032,487 

11,907 

90.202 

Minnesota  . 

.  413,421 

36,749 

33..504 

Montana  . 

.  99,437 

2,. 560 

Idaho  &  Utah  . 

.  651,122 

13,897 

119,148 

Washington  &  Oregon  . 

.  1,621,291 

44,640 

141.341 

.  209,811 

16,822 

Other  States  . 

.  160,451 

28,318 

Total  . 

.  6,219,619 

238,965 

586,139 

GRAND  TOTAL  . 

.  10,.532,706 

309,176 

959,829 

1939  SWEETS 

PACK  BY  1 

STATES 

State 

24/303 

6/10 

Misc. 

Total 

Maine  . 

10,762 

152,426 

New  York  . 

30,810 

100,573 

42,213 

1,247,668 

Maryland  . 

6,931 

9,666 

143 

54,719 

Del.  &  New  Jersey 

2,944 

Pennsylvania  . 

6,.538 

1.5,005 

90,437 

Ohio  . 

1,899 

4,468 

60.772 

Indiana  . 

13,668 

Illinois  . 

140,110 

5,536 

786,738 

10,096 

292,993 

Wisconsin  . 

573,363 

86’ll8 

29,839 

1,823,916 

Minnesota  . 

609,297 

44,646 

4,438 

1,141,873 

Montana  . 

29,514 

2..509 

134,020 

Idaho  &  Utah . 

1.53,2.59 

72,496 

17,818 

1.027.740 

Wash.  &  Oregon . 

1.301,066 

179,400 

23,029 

3,310,767 

California  . 

49.820 

11.121 

287.574 

Other  States  . 

.50,428 

10..517 

249,714 

Total  . 

2,903,215 

601,430 

128,601 

10,677.969 

GRAND  TOTAL 

3,327,403 

1,0.59,137 

139,.521 

16.327.772 

PROGRESS  OF  INDEPENDENT  GROCER  SHOWN 

FE.  DOWLER,  President  of  National  Brands 
Stores,  Inc.,  denies  vehemently  in  a  statement 
•  given  out  at  Chicago  that  chain  stores  have  set 
the  pace  for  independents  in  this  country.  The  change, 
he  says,  is  due  to  “natural  evolution.”  The  forces 
which  caused  progress  in  the  aviation  and  automobile 
industries,  and  in  all  types  of  mechanical  devices, 
brought  about  the  development  of  food  distribution, 
he  says. 

“It  is  manifestly  untrue  and  unfair  to  say  that  the 
chain  stores  showed  the  independent  ‘how’,”  said  Mr. 
Dowler.  “Certainly,  the  independently  owned  retail 
store  of  Civil  War  days  was  not  the  same  as  the  inde¬ 
pendently  owned  grocery  store  of  1910.  Again,  a 
natural  revolution  brought  about  the  change.  It  is 
presumptuous  on  the  part  of  the  public  or  any  par¬ 
ticular  class  of  distributors  to  spread  propaganda  to 
the  effect  that  chain  store  methods  of  merchandising 
showed  the  independent  merchants  how  to  do  a  better 
job.” 
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STANDOUTS  IN  ANY  COMPANY 

KYLER 

LABELERS 

and 

BOXERS 

''They  have  everything  with  half  the  parts" 

WESTMINSTER  MACHINE  WORKS 

Labeling  and  Boxing  Machine  Manufacturers 

Westminster,  Maryland,  U.S.A. 


Auiomatic 

INSURANCE 

provides  instant  protection  for 

INCREASING 


FLUCTUATING 

VALUES 

at  no  additional  cost 

LANSING  B.  WARNER,  Incorporated 

540  N.  Michigan  Ave.,  CHICAGO 


LABELS 

ORIGINnL.RRTISTIC  IN  ^ 
COLOR  8t  DESIGN 


rompf  ^elii/eru 


the  TAPER  TIP  ..  . 

CORN  TRIMMER 

will  cut  away  only  the  woim  eaten  tip  ol  the  ear, 
saving  much  good  corn,  that  is  lost  in  hand  trimming. 
The  tapered  ear  leads  the  cutter  knives  into  the  corn 
— not  into  the  cob,  eliminating  clogging  of  cutters  and 
resulting  in  5%  to  8%  more  cases  per  ton,  saving  its 
cost  many  times  over  while  improving  quality. 

If’e  would  like  to  tell  you  more. 

THE  SINCLAIR-SCOTT  CO. 

"The  Original  Grader  Houre” 

BALTIMORE.  .  MARYLAND 
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GRAMS  of  INTEREST 


CHEF  BOIARDI  PLANT  VISITED  BY 
CONTINENTAL  CAN  AND  READING 
RAILROAD  OFFICIALS 

A  distinguished  group  of  officials  of  the  Continental  Can 
Company  and  the  Reading  Railroad  Company  visited  Milton, 
Pennsylvania,  on  a  good-will  tour  of  the  Chef  Boiardi  Food 
Products  Company  plant.  The  trip  was  made  on  the  private 
train  of  E.  W.  Scheer,  President  of  the  Reading  Railroad. 

The  group  was  personally  conducted  through  the  modern  new 
food  products  plant  by  Carl  A.  Colombi,  Paul  Boiardi,  and  Max 
Tinch,  officials  of  the  company,  who  explained  every  detail  in 
the  preparation  of  the  various  food  products.  At  noon  the 
entire  group  was  entertained  at  the  home  of  Hector  Boiardi 
where  a  luncheon  was  served. 

In  the  visiting  group  were  the  following  Reading  Company 
officials;  E.  W.  Scheer,  President;  R.  W.  Brown,  Vice-President 
in  Charge  of  Operation;  C.  A.  Gill,  General  Manager;  P.  S. 
Lewis,  General  Superintendent;  C.  D.  Barwick,  Superintendent, 
Shamokin  Division;  F.  R.  Slifer,  Milton  Agent;  H.  F.  Smith, 
Supervisor,  Shamokin  Division,  and  H.  L.  Locke,  Supervisor, 
West  Milton. 

Continental  Can  Company  officials  in  the  party  were:  Carle 
C.  Conway,  Chairman  of  the  Board;  F.  Gladden  Searle,  Vice- 
President  in  Charge  of  Sales;  J.  B.  Jeffress,  Jr.,  Treasurer; 
Guy  Bollinger,  District  Sales  Manager;  D.  A.  Searle,  Assistant 
Sales  Manager,  and  C.  W.  Smith,  Pennsylvania  representative. 

PHILLIPS  USING  “S.S.O.” 

After  a  long  and  severe  test  to  prove  its  workability,  Phillips 
Packing  Company,  Inc.,  Cambridge,  Maryland,  have  incorpor¬ 
ated  S.S.O.  (sensational  silverware  offer)  in  their  latest  power-' 
ful  selling  campaign  to  win  and  hold  attention  and  interest  of 
the  thousands  who  sell  and  the  hundreds  of  thousands  who  buy 
Phillips  Delicious  Canned  Foods.  Rogers  Silverware  is  being 
used  as  premiums  obtainable  to  the  consumer  through  presenta¬ 
tion  of  labels  from  the  Phillips  Delicious  line. 

FOOD  DISPLAYS  EARN  AWARDS 

Emil  Barabino,  owner  of  the  Students  Market,  Berkeley, 
California,  finds  that  the  attractive  display  of  merchandise  is 
of  value  in  more  ways  than  one.  Last  Spring  he  made  a  special 
display  of  canned  salmon  and  w'on  a  cash  prize  from  the  canned 
salmon  industry  for  his  efforts,  besides  stepping  up  sales.  Next 
he  won  a  $10.00  prize  from  Swift  &  Company  for  his  display  of 
Sunbrite  Cleanser  in  the  form  of  a  huge  basket.  Then  he  landed 
a  prize  of  $25.00  for  a  model  of  the  Golden  Gate  Bridge  in  which 
Heinz  products  were  featured  and  has  since  received  $100.00 
from  the  National  Association  of  Retail  Grocers  for  this  effort. 

DR.  PAUL  ISHAM  N.C.A.  RESEARCH  CHEMIST  DEAD  'n 

Dr.  Paul  Dwight  Isham,  32-year-old  research  chemist  of  the 
National  Canners  Association’s  Washington  Laboratory,  died 
suddenly  on  Monday,  August  28th  at  the  Maine  General  Hos¬ 
pital,  Portland  Maine,  as  a  result  of  embolism,  developing  from 
pneumonia.  He  is  survived  by  his  wife,  Mrs.  Madelon  Burbeck 
Isham  and  two  children,  Allen,  4  and  John  Paul,  15  months. 

DEL  MONTE  BEGINS  FALL  DRIED  FRUIT  DRIVE 

California  Packing  Corporation’s  famous  chefs  have  “gone 
Western”  in  their  Fall  drive  for  the  sale  of  dried  fruits.  Dis¬ 
tributors  of  the  line  are  regularly  receiving  literature,  showing 
the  chefs  attired  in  cowboy  regalia,  which  promise  the  strongest 
kind  of  sales  effort  for  the  movement  of  these  products  during 
the  Fall  months. 


WISCONSIN  CONVENTION  DATES 

The  annual  convention  of  the  Wisconsin  Canners  Association, 
will  be  held  at  the  Schroeder  Hotel,  Milwaukee,  November  13th, 
14th  and  15th. 

ENFORCING  LICENSE  LAW 

The  California  State  Department  Of  Public  Health  is  clamping 
down  on  those  attempting  to  salvage  canned  foods  without 
proper  authority.  An  individual  was  apprehended  at  South  San 
Francisco  who  was  operating  a  plant  in  a  garage  without  proper 
facilities  for  sanitation  and  without  a  license.  He  was  con¬ 
victed  and  fined  $20.00. 

FINANCIAL  STATEMENTS 

Stokely  Bros.  &  Company,  Indianapolis,  has  reported  a  loss 
of  $712,904  for  the  year  ended  May  31st,  1939.  Gross  sales  for 
the  year  totaled  $19,236,481,  while  operating  profit  before  depre¬ 
ciation  showed  $270,110.  The  loss  for  the  preceding  fiscal  year 
amounted  to  $353,295.  Phillips  Packing  Company,  Inc.,  Cam¬ 
bridge,  Maryland,  report  a  loss  of  $116,749  for  the  six  months 
period  ended  June  30th,  as  compared  with  $289,476  loss  for 
the  same  period  in  1938.  The  Pet  Milk  Company  of  St.  Louis, 
Missouri,  showed  a  profit  for  the  June  quarter  of  $442,702  as 
against  $415,057  for  the  same  quarter  of  1938.  Louden  Packing 
Corporation,  Terre  Haute,  Indiana,  for  the  fiscal  year  ended 
June  30th,  showed  a  loss  of  $55,112  against  $75,749  loss  in  1938. 

SALMON’S  FALL  SELLING  CAMPAIGN 

Fall  issue  of  leading  women’s  and  household  magazines  will 
carry  salmon’s  twin  appeals  of  nutritious  meals  and  economy 
to  twelve  and  a  quarter  million  of  the  nation’s  thirty-three 
million  families,  the  salmon  industry  office  reports.  A  full  color 
page  in  Ladies’  Home  Journal  heads  the  selling  list.  Other 
salmon  advertising  in  color  half-pages  will  appear  in  Woman’s 
Home  Companion,  True  Story,  Good  Housekeeping,  and  Better 
Homes  and  Gardens.  The  Salmon  industry  office  points  out  that 
with  Canned  Salmon  advertising  selling  a  complete  nutritionally 
balanced  meal  these  advertised  meals  offer  unusual  opportunities 
for  the  grocer  profits  from  related  sales  featuring  Canned 
Salmon.  October’s  featured  meal  includes  sweet  cider,  potatoes, 
spinach,  bran  rolls,  plum  jam,  French  dressing,  while  the  fea¬ 
tured  salmon  receipe  calls  for  canned  mushroom  soup  as  well 
as  salmon.  November’s  advertised  menu  offers  increased  sales 
for  chicken  noodle  soup,  melba  toast,  pickles,  wholewheat  muffins, 
vegetables,  apples,  tomato  catsup,  pie  crust  mix  and  cheese. 

W.  W.  FRAZER,  JR.  DEAD 

William  West  Frazer,  Jr.,  who  until  1933,  when  he  retired, 
was  Vice-President  and  General  Manager  of  the  Franklin  Sugar 
Refining  Company  from  1886  and  who  had  a  host  of  friends 
among  the  canners,  died  on  August  24th. 

NEW  YORK  CANNERS  TO  MEET  DECEMBER  14-15 

The  Winter  Meeting  of  the  Association  of  New  York  State 
Canners,  Inc.,  will  be  held  on  December  14th  and  15th  at  a 
place  to  be  determined  later.  Secretary  Lee  A.  Taylor  announced. 

HAMACHEK  TO  DEMONSTRATE  SOY  BEAN  VINER 

Frank  Hamachek  Machine  Company  will  hold  a  demonstration 
of  the  vining  of  soybeans  for  canning  purposes  at  the  annua) 
meeting  of  the  American  Soybean  Association  to  be  held  at 
Madison,  Wisconsin,  and  which  is  to  be  devoted  to  edible  soy¬ 
beans.  Walter  F.  Schroeder,  Fox  Valley  Canning  Company, 
Hortonville,  Wisconsin,  is  scheduled  to  speak  on  the  problems 
of  the  green  soybean  processor. 
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WESTERN  CALIFORNIA  CANNERS  FORMED 

Vincent  A.  and  Estelle  Davi  have  filed  a  statement  to  indicate 
that  they  are  engaged  in  business  at  Antioch,  California,  under 
the  name  of  Western  California  Canners.  { 


DR.  ERNEST  CHARLES  DICKSON  DEAD 

Dr.  Ernest  Charles  Dickson,  58,  Professor  of  public  health 
and  preventive  medicine  at  Stanford  University  Medical  School 
since  1926,  and  known  to  canners  of  the  country  for  his  pioneer 
work  on  botulism,  following  the  out-break  at  Stanford  Uni¬ 
versity  in  1919,  died  on  August  24th  of  a  cerebral  hemorrhage. 
As  recent  as  January,  1938,  appreciation  of  his  work  was  recog¬ 
nized  in  resolution  at  the  National  Canners  Association’s  Con¬ 
vention,  when  he.  Dr.  Karl  F.  Meyer,  Dr.  J.  C.  Geiger  and  the 
late  Dr.  W.  D.  Bigelow  were  cited  for  having  “rendered  signal 
service  to  the  canning  industry  and  to  the  public  health  in  the 
discovery  methods  leading  to  the  prevention  of  botulism  and  in 
the  developing  of  the  canning  technique  relative  hereto.” 


Quautv 


TOPS  IN 
QUALITY 


FOOD  MACHINERY  CORPORATION  STOCK  REDEMPTION 

Food  Machinery  Corporation  has  issued  a  notice  for  redemp¬ 
tion  of  20,000  shares  of  their  $100  par,  4%  per  cent  cumulative 
convertible  preferred  stock  as  of  September  30th,  1939,  at  the 
redemption  price  of  $105  per  share  plus  accrued  and  unpaid 
dividends.  Appropriate  letters  of  transmittal  for  use  in  for¬ 
warding  stock  certificates  to  the  paying  agents  may  be  obtained 
from  the  Company,  at  337  W.  Julian  St.,  San  Jose,  California. 


The  FOOD  MACHINERY  CORPORATION  name  plate 
on  a  piece  of  canning  equipment  or  a  machine  is  a  guaran¬ 
tee  that  quality  is  of  the  highest — and  that  it,  in  turn,  will 
produce  highest  quality  for  the  canner  employing  it. 

PULPER  AND  FINISHER 


CANNED  CORN  ON  THE  AIR 

The  Corn  Canners  Service  Bureau  has  arranged  for  a  canned 
corn  broadcast  during  the  National  Broadcasting  Company’s 
farm  and  home  hour  on  September  15th,  which  will  feature  the 
sweet  corn  sweetheart.  The  program  will  begin  at  11:30  A.  M. 
and  last  for  one  hour.  The  farm  and  home  hour  covers  the  entire 
nation  with  105  stations  using  the  program.  Approximately 
five  minutes  will  be  given  up  to  the  corn  broadcast  for  a  total 
of  525  station  minutes. 


Sprague-Salls 
Super  Pulper] 

Pulps  by  both  pressure 
and  centrifugal  force. 
Increases  jneld,  gives 
better  quality.  Capa¬ 
city  almost  unlimited. 


Sprague-Sells 
Super  Finisher 

Has  enormous  capaci¬ 
ty;  gives  extra  smooth 
results,  resulting  in 
highest  prices  for  your 
products. 


PICKLE  PACKERS  TO  MEET  OCTOBER  4th 

The  annual  Fall  Meeting  of  the  National  Pickle  Packers  Asso¬ 
ciation  is  scheduled  to  be  held  at  the  Palmer  House,  Chicago,  on 
October  4th,  1939. 


STATE  SELF-HELP  COOPERATIVE  LAUNCHED 

Governor  Culbert  L.  Olson,  of  California,  has  announced  that 
a  $350,000  State  sponsored  self-help  cooperative  will  be  estab¬ 
lished  at  once  at  Los  Angeles  as  the  first  unit  in  his  production- 
for-use  program.  Canning  is  expected  to  form  a  part  of  the 
inoduction  plan. 


Two  real  profit  winners!  All  waste  is  eliminated — they 
utilize  the  last  ounce  of  usable  material  fed  to  them. 

These  modem  quality  machines  increase  the  yield  from  5% 
to  9%.  All  machines  quickly  convertible  for  either  pulp¬ 
ing  or  finishing — in  but  a  few  minutes. 

Mail  coupon  for  complete  information  on  these  machines. 

Modern  Canning  Equipment  for  All  Food  Products 


CANNED  FOODS  GRADING  REGULATIONS  ISSUED 

The  August  29th,  1939  issue  of  the  “Federal  Register”  con¬ 
tains  the  new  regulations  concerning  the  grading  and  certifica¬ 
tion  of  canned  fruits  and  vegetables  by  the  Agricultural  Mar¬ 
keting  Service  of  the  Department  of  Agriculture,  promulgated 
i>y  the  Secretary  and  which  become  immediately  effective  super¬ 
seding  the  regulations  approved  March,  1932,  as  amended.  The 
Agricultural  Marketing  Service  under  the  reorganization  of  the 
Department  of  Agriculture  now  assumes  the  inspection  and 
grading  activities  of  the  Bureau  of  Agricultural  Economics. 
Copies  of  the  “Federal  Register”  of  August  29th,  containing  the 
regulations  can  be  obtained  from  the  Government  Printing 
Office,  Washington,  D.  C.,  for  10  cents. 

NEW  RIPE  OLIVE  CANNERS 

The  Pal-0- Wyn  Marketing  Association  has  been  organized  at 
Oroville,  California  to  can  California  ripe  olives. 


Sprague-Sells  Division 

HOOPESTON,  ILLINOIS 

MAIL  COUPON  TODAYI 


FOOD  MACHINERY  CORPORATION 

(Spraguu-Sells  Division)  HOOPESTON, 

Please  send 

□  Full  details  of  the  Super  Pulper  and  Super  Finisher. 

□  Your  complete  General  Catalog. 


EXPANSION  PROGRAM  NEARING  COMPLETION 

Val  Vita  Food  Products,  Inc.,  Fullerton,  California,  is  putting 
the  finishing  touches  on  a  program  of  plant  and  warehouse 
expansion  at  an  estimated  cost  of  $150,000. 

ASPARAGUS  MARKETING  ACT  UPHELD 

Superior  Judge  Dal  M.  Lemmon,  of  Sacramento,  has  handed 
down  a  decision  upholding  the  validity  of  the  asparagus  market¬ 
ing  act  of  the  State  Prorate  Commission. 


Name 
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grown  a  knowledge  of  the  most  satisfactory  grow* 
ing  areas.  You  know  how  Woodruff's  extensive 
and  alert  contact  with  experimental  work  brings 
you  an  opportunity  to  profit  from  the  use  of  new 
and  more  productive  varieties.  Get  in  touch  with 
Woodruff  now  about  next  season's  requirements. 


Weather  and  business  conditions  may  be  beyond 
your  control.  But  of  one  thing,  however,  you  can 
be  certain... the  dependable  quality  of  Woodruff 
Seed.  You  know  that  Woodruff  employs  experts 
to  supervise  seed  growing  and  seed  selection. 
You  know  that  out  of  Woodruff  experience  has 


BRANCHES  .*  TOLEOaO.- ATLANTA,GA.- SACRAM ENTO,CALIF.- M ERCEDE5 .TEXAS 


Oxy‘  OM’iPJtaJte  Qamte/U  .  .  . 

For  Holding  Your  1939  Pack— Wc  Offer 
Space  •  Warehouse  Receipts  •  Financing 

TERMINAL  WAREHOUSE  COMPANY 


FOUNDED  1894 


BALTIMORE,  MARYLAND 


RESOURCES  S750,000 


Specialists  in 

FIELD  and  METROPOLITAN  WAREHOUSING 

for  Canned  Foods 

(Del-Mar-Va  Office:  Easton,  Md. — William  S.  Willis,  Manaser) 
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THE  MARKETS 

IN  THE  LEADING  CANNED  FOODS  CENTERS  -  - 


WEEKLY  REVIEW 

Canned  Foods  Markets  In  A  Turmoil — Most  Canners  With¬ 
drawn — Sell  Only  For  Immediate  Shipment — Be  Careful  About 
Buyers — Pea  Statistics  and  Tomato  Prospects 

THE’RE  OFF”  —  This  has  been  a  hectic  week  in 
the  canned  foods  market  as  all  the  world  recog¬ 
nizes  that  foods  are  of  first  importance,  and  that 
canned  foods  above  all  others.  The  speculators  have 
again  become  active,  after  years  of  absence  from  the 
market,  and  buyers  generally  are  endeavoring  to  cover 
wants  to  as  long  a  period  as  possible,  or  to  replenish 
exhausted  stocks  which  they  stubbornly  refused  to  do 
earlier.  Prices  are  jumping,  and  farsighted  canners 
have  all  withdrawn  from  the  market. 

Everybody  else  sees  the  potential  strength  of  the  can¬ 
ned  foods  market,  and  we  want  you,  as  canners,  to 
realize  it,  too.  Already  many  of  the  canned  foods  lines 
have  come  up  out  of  the  depression  prices,  and  there  is 
no  telling  where  prices  may  ultimately  go.  But  don’t 
play  hog.  Advance  your  prices  on  any  or  all  goods  you 
have  to  sell,  to  a  figure  that  will  return  you  a  fair  per¬ 
centage  of  profit — no  profiteering,  especially  in  foods — 
but  when  you  are  offered  that  price,  for  immediate 
shipment  only,  take  it,  and  be  satisfied.  Don’t  tie 
yourself  up  at  any  price  on  delayed  shipments. 

And  it  may  prove  a  valuable  tip  to  warn  you  to  be 
careful  to  whom  you  sell;  be  sure  that  the  money  is 
there,  or  the  credit  undoubted.  There  will  be  a  lot 
of  sharkers  in  the  market  who  will  skin  you  out  of 
your  goods,  by  offering  higher  than  other’s  prices,  and 
you  will  never  see  a  penny  of  the  price.  Some  of  you 
may  possibly  remember  the  fly-by-nights  who  operated 
during  the  world  war ;  the  “phoney”  buyers  and 
brokers  who  got  consignments  that  were  never  re¬ 
covered  nor  paid  for.  Under  present  excitement  the 
trick  may  be  attempted  again,  and  we  think  it  will  be. 
Tiiere  is  a  duty  evolving  on  every  broker  to  protect 
his  clients  against  such  frauds. 

The  world  seems  to  be  under  the  impression  that 
this  will  be  a  long  war.  If  it  turns  out  to  be,  the  food 
situation  may  easily  become  calamitous.  But  no  one 
ca’i  tell  this  with  certainty,  and  the  war  may  end  very 
sh  rtly.  If  it  does,  the  speculation  will  be  knocked 
out  and  the  drop  sudden  and  bad.  But  canned  foods 
ha  e  least  to  fear  from  such,  because  the  visible  sup- 
are  at  best  only  enough  to  feed  our  own  people 
c.  nfortably,  and  at  prices  much  higher  than  the  below- 
Cc  ,t  prices  which  have  ruled  during  the  past  two  years. 
Ir  other  words  canned  foods  should  of  right  advance 
to  present  higher  levels,  even  if  there  were  no  war,  and 
n  •  buying  for  foreign  nations.  So  there  can  be  no 
l  oom  for  the  charge  of  profiteering  against  the  canners. 


at  least  until  all  prices  have  advanced  more  than  25 
per  cent  on  the  small  sizes,  all  down  the  line,  the 
larger  sizes  and  higher  grades  proportionately. 

It  is  not  possible  to  definitely  quote  prices,  and  if  we 
did  they  would  probably  be  all  out  of  line  by  the  time 
you  read  this,  if  the  present  furore  continues,  as  it 
seems  very  likely  to  do.  You  ought  to  know  your 
costs,  and  if  you  do,  by  follownig  the  above  advice  you 
will  come  out  all  right.  It  seems  very  likely  that  so 
far  as  export  shipments,  that  is  for  war  purposes,  are 
concerned  the  cheaper  goods — ^the  lower  grades — will 
have  the  heaviest  call,  and  those  prices  may  show  the 
heaviest  percentage  advance.  Purchases  for  any  Gov¬ 
ernment  will  most  likely  call  for  quality  Inspection 
Certificates.  The  Agricultural  Marketing  Service  has 
just  announced  the  new  regulations  governing  the 
grading  and  certification  of  canned  foods,  with  a  full 
list  of  offices  to  which  goods  may  be  sent.  All  this  will 
be  found  in  the  Federal  Register  of  August  29th,  cover 
ing  several  pages.  A  copy  of  that  issue  will  cost  you 
but  10  cents,  and  ought  to  be  at  hand. 

The  Statistical  Division  of  the  National  Canners 
Association,  official,  has  just  announced  the  1939  packs 
of  canned  peas,  showing  16,327,772  cases  as  the  output. 
This  puts  at  rest  all  speculation  as  to  that  matter,  and 
a  comparision  with  other  years’  packs  is  interesting. 
You  will  find  this  on  another  page,  the  figures  all  in 
detail. 

On  the  question  of  the  possible  tomato  pack  a  repre¬ 
sentative  canner  of  Ohio  has  just  written,,  confirming 
our  doubts  as  to  the  output  of  tomatoes  from  the 
acreage  this  year,  and  in  addition  you  will  see  that 
all  crop  reports  bear  out  this  contention.  The  writer 
said  under  date  of  September  5th : 

“Dear  Mr.  Judge: — 

I  have  noted  your  comments  in  this  week’s 
issue  of  The  Cannng  Trade  with  reference  to  the 
United  States  Department  of  Agriculture’s  figures 
on  prospective  tomato  yield  in  Indiana. 

About  the  same  conditions  prevail  here  as  in 
Northern  Indiana  and  in  this  section  of  Ohio, 
which  is  a  large  producing  section,  there  will  not 
be  a  normal  yield  of  tomatoes.  Of  course,  you 
understand  the  Southern  section  of  Indiana  is  in 
a  much  worse  condition  than  prevails  here  and  in 
Northern  Indiana. 

Our  fieldmen  advise  that  at  least  50  per  cent 
of  our  fields  are  diseased  and  defoliating  and  a 
normal  crop  yield  cannot  possibly  be  had.  In 
our  opinion  you  are  correct  in  questioning  the 
prediction  of  the  United  States  Department  of 
Agriculture,  as  they  most  assuredly  are  in  error. 

Ohio  has  been  unusually  dry  with  practically  no 
rainfall  in  the  last  five  weeks  and  it  is  materially 
reducing  the  pack  of  White  Corn.  The  .early  pack 
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in  Ohio  was,  in  our  opinion,  a  normal  yield, 
although,  in  many  parts  of  our  State  the  late  pack 
will  be  off  as  much  as  50  per  cent.” 

THE  MARKET — As  we  have  said,  most  canners 
in  this  section  are  out  of  the  market,  and  in  other 
regions  as  well,  until  they  can  see  what  goods  they  will 
have  to  sell  at  any  price.  And  that  is  the  part  of 
wisdom.  Read  the  market  reports  from  other  sec¬ 
tions  and  you  will  find  the  conditions  well  covered, 
and  not  greatly  different  from  this  Tri-State  region. 

MARKET  REFLECTIONS— In  this  City  it  is  said 
the  price  of  sugar  has  moved  from  4.40c  to  6.50c  per 
pound,  the  price  of  flour  up  $1.00  per  hundred;  all 
dried  foods,  beans,  fruits,  etc.,  are  bounding  upward. 
Last  heard  baby  lima  beans  $4.50;  large  limas  $5.50 
per  100,  f.  0.  b.  Coast.  Michigan  pea  beans  $4.75; 
red  kidney  beans  $4.75 ;  New  York  State  marrow  beans 
$6.35,  etc.,  etc.,  and  these  prices  may  be  way  low  by 
the  time  you  read  this.  Canned  milk  has  been  climb¬ 
ing;  canned  corn  is  advancing,  even  canned  tomatoes 
are  moving  but  are  laggards  as  compared  with  other 
foods.  And  yet  canned  tomatoes,  and  tomato  juice 
will  be  the  most  called  for  item  when  the  demand 
really  sets  in  from  “Over  there”.  Ship  chandlers, — 
outfitters  with  groceries  for  the  shipping  trade — are 
kept  busy  answering  phones,  with  announcements  of 
further  advances  in  almost  if  not  everything  they  need. 
It  is  a  hectic  time,  and  no  mistake.  But  everyone  feels 
that  this  sudden  spurt  in  price  advances  will  hesitate, 
drop  back  slightly,  and  then  go  on  again  to  higher 
points,  if  the  war  continues.  Meantime  all  sorts  of 
traders,  jobbers,  wholesalers,  and  retailers,  want  to 
get  hold  of  sufficient  supplies  to  cover  for  a  period  at 
least.  And  that  spells  the  opportunity  of  the  canners. 
If  they  do  not  advance  their  prices,  firmly,  and  stick  to 
them,  they  will  get  none  of  this  advantage. 

• 

NEW  YORK  MARKET 

By  “New  York  Stater” 

Special  Correspondent  of  “The  Canning  Trade” 

War  and  Fail  Buying  Create  Feverish  Market — Selling  At 
Higher  Prices  and  Only  For  Immediate  Shipment — All  Prices 
Uncertain — Tomato  Buying  Sets  Record — All  Fruits 
Advanced — Salmon  Canners  Withdrawn. 

New  York,  September  8,  1939. 

AR  MARKET — The  European  situation  ex¬ 
ploded  last  week  and  created  war  market  con¬ 
ditions  in  canned  foods.  It  also  coincided  with 
the  start  of  the  Fall  buying  season  with  the  result  that 
all  classes  of  buyers,  jobbers,  retailers,  chains  and  the 
speculators,  all  jumped  into  the  market  with  inquiries 
in  an  effort  to  cover  themselves. 

Many  packers  in  the  Tri-States,  New  York  and  New 
England  sections  have  withdrawn  from  the  market 
temporarily,  and  it  is  pretty  certain  that  when  they 
return  higher  prices  will  be  asked  all  along  the  line. 
Those  who  remained  in  the  market  sold  at  a  higher 
basis  without  difficulty.  Packers  also  are  not  selling 
beyond  immediate  shipment. 

What  the  belligerant  nations  will  require  from  us 
in  the  way  of  canned  and  other  processed  foods  may 


only  be  guessed  at  just  now.  For  the  moment  they  are 
well  supplied,  probably,  but  food  supplies  have  a  way 
of  disappearing  rapidly  once  a  war  gets  started.  Neu¬ 
tral  nations  may  also  find  it  necessary  to  call  on  this 
country  for  food. 

The  prices  mentioned  in  the  remainder  of  this  report 
cannot  be  set  down  as  representative  in  every  instance. 
Those  for  eastern  packs  that  are  shorter  than  last  year, 
for  example,  may  be  too  low  when  this  appears  in  print. 

CORN — It  has  become  difficult  to  secure  confirma¬ 
tion  of  good-sized  orders  in  Tri-State  and  New  York 
corn.  Production  was  curtailed  by  weather  and  un¬ 
satisfactory  planting  conditions,  and  the  canned  supply 
along  with  carry-overs  is  certain  to  move  out  rapidly 
over  the  rest  of  the  year.  Whole  grain  corn  is  below 
a  normal  supply.  Standard  cream  style  Evergreen 
is  understood  to  have  been  transacted  above  70  cents, 
factory.  Fancy  cream  style  Bantam  is  probably  at  a 
minimum  of  87V-»  cents,  and  may  go  to  $1.00  and 
higher,  Maryland  plant.  Some  canners  are  asking 
more. 

TOMATOES — Trade  and  speculative  activity  in  the 
Tri-State  item  has  been  extremely  active,  probably  the 
heaviest  in  many  years.  This  may  be  explained  by  the 
fact  that  prices  have  been  very  low  as  the  result  of 
1939  packs  reaching  the  market  in  volume,  while  many 
packers  hkve  -been  in  need  of  cash.  The  war  has 
altered  this  situation  rapidly  and  most  of  the  Tri-State 
packers  are  withdrawn.  Large  distributors  learned 
this  week  that  standard  tomatoes  could  not  even  be 
bought  at  prices  which  prevailed  before  the  Labor  Day 
holiday.  No.  2s  are  not  heard  below  65  cents  for 
standard,  and  they  were  being  pressed  on  the  trade 
recently  as  a  good  “buy”  at  55  cents.  No.  Is  are 
about  40  cents,  the  2i/:>s  at  90  cents,  and  standard  10s 
at  $2.75  to  $3.00.  Leading  West  Coast  packers 
advanced  standard  tomatoes  2'/o  cents  to  95  cents  for 
2V->  tins,  and  moved  up  No.  10  tins  to  $3.00  an 
advance  of  15  cents,  f.  o.  b.  Coast.  A  number  of  New 
York  packers  have  withdrawn  on  all  tomato  products, 
including  tomato  juice  which  was  last  quoted  at  60 
cents  for  2s,  fancy,  and  75  cents  for  24-ounce  sizes. 

PEAS — Prices  are  much  firmer  in  various  packing 
areas  and  packers’  offerings  in  a  number  of  instances 
have  been  withdrawn.  Recent  sustained  buying 
cleaned  up  Tri-State  supplies  of  4-sieve  or  ungraded 
lots,  and  it  is  now  doubtful  if  much  is  obtainable  a: 
the  80-cent  level  prevailing  last  week  at  the  factory. 
Last  quotations  for  standard  4-sieve  Alaskas  was  85 
cents,  with  standard  5-sieve  at  about  the  same  level. 

BEANS — Stimulated  demand  and  crop  reductions 
resulting  from  unfavorable  growing  conditions  this 
year  have  combined  for  a  stronger  market.  Soma 
business  in  standard  cuts  was  offered  recently  out  of 
the  Peninsula  at  60  cents  but  these  offerings  are  no 
longer  heard.  Extra  standard  cut  stringless  at  65 
cents  to  70  cents  met  with  excellent  buying  response 
recently  and  higher  levels  are  expected  on  this  grade. 

CALIFORNIA  FRUITS  —  Leading  packers  aii- 
nounced  sweeping  upward  price  revisions,  amounting 
for  the  most  part  to  5  cents  to  10  cents  per  dozen  in 
the  instance  of  2Vo  tins.  Pears  and  fruits  for  salad 
especially  show  strength.  No.  10  tins  of  fruits  were 
given  advances  ranging  anywhere  from  15  cents  to 
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35  cents  per  dozen.  Apricots,  21/^  tins,  were  quoted 
at  $1.85  for  featured  brand,  $1.80  for  choice  whole 
peeled.  Choice  yellow  cling  peaches  are  now  $1.42V2> 
and  standard  $1.27V2*  Choice  pears  are  named  at  $1.90, 
and  standards  at  $1.70.  A  new  price  of  $2.40  is  named 
for  fancy  fruit  salad,  and  $2.05  for  fruit  cocktail,  all 
in  214  tins  per  dozen,  f.  o.  b.  Coast.  Choice  Royal  Anne 
cherries  have  been  priced  at  $1.30  for  No.  Is.  Demand 
has  strengthened  materially. 

SALMON  —  The  well-known  packers  withdrew 
prices  from  this  market  and  the  end  of  the  week  found 
a  half  dozen  or  more  of  the  leading  firms  and  their 
representatives  out  of  the  market.  It  is  expected  that 
when  offering  is  resumed  a  higher  range  of  prices  will 
prevail,  especially  for  pinks  which  are  regarded  as 
the  war  item  in  the  salmon  line.  One  report  states 
that  pinks  will  be  priced  at  $1.35  per  dozen.  Coast,  for 
No.  Is  tall.  The  jobbing  and  distributing  trades  gener¬ 
ally  have  been  active  buyers  this  week. 

TUNA — White  meat  offerings  were  generally  made 
at  $5.75  to  $6.00  per  dozen  for  halves,  f.  o.  b.  Coast, 
subject  to  the  pack  and  with  no  packer  guaranteeing 
date  of  shipment.  Standard  yellowfin  remains  at  $5.25 
to  $5.50  for  halves,  while  fancy  solid  chunk  yellowfin 
is  $5.75,  f.  o.  b  Coast. 

CHICAGO  MARKET 

By  “Illinois” 

Special  Correspondent  of  “The  Canning  Trade” 

War  and  Canned  Foods — Many  Packers  Withdrawing  Offer¬ 
ings — Heavy  Tomato  Sales — Limited  Demand  For  Corn — Peas 
Active — Interest  in  Pie  Peaches — Grapefruit  Continues  Firm — 
Know  Your  Broker. 


Those  canners  who  are  now  running,  say  that  their 
late  fields  look  good  but  that  the  early  plantings  are 
already  practically  through. 

Authorities  maintain  that  a  much  larger  percentage 
of  the  crop  this  year  will  go  to  tomato  product  manu¬ 
facturers  and  that  when  the  record  is  compiled,  it  will 
have  been  found  that  fewer  canned  tomatoes  were  pro¬ 
duced  this  year  (as  compared  with  last)  by  a  full  15 
if  not  20  per  cent. 

Prior  to  the  declaration  of  war,  the  market  while 
firm  was  not  being  supported.  Under  the  changed 
conditions  of  the  past  week,  most  canners  have  with¬ 
drawn  entirely  from  the  market,  confidently  expecting 
higher  prices  later  on.  Today’s  quotations  with  heavy 


buying  are: 

No.  2  Standard  Tomatoes . $  .65  factory 

No.  21/^  Standard  Tomatoes . 85  factory 

No.  10  Standard  Tomatoes .  2.75  factory 


CORN — The  corn  pack  is  winding  up  throughout  this 
section  and  every  canner  seems  to  think  that  the  latter 
part  of  his  pack  slumped  off  measurably.  Wagers  from 
a  package  of  cigarettes  to  a  new  hat  have  been  made 
between  canners  and  brokers  and  buyers,  that  this 
year’s  total  corn  pack  will  not  exceed  14  million  cases. 

Like  tomato  canners,  many  corn  canners  have  with¬ 
drawn  completely  from  the  market,  all  with  the 
thought  that  later  on  they  will  be  able  to  get  more  for 
their  warehouse  stocks. 

The  demand  has  been  rather  limited  of  late  but  one 
encouraging  feature  of  the  market  was  the  advance  on 
No.  2  standard  crushed  white  to  65  cents,  factory.  A 
month  ago  it  was  possible  to  buy  this  item  as  low  as 
60  cents,  but  65  cents  seems  to  be  the  lowest  figure 
that  anyone  will  sell  for  today. 


Chicago,  Ill.,  September  8,  1939.  a"/' 

thing  in  No.  2  tin  standard  peas  at  80  cents,  Wisconsin, 

WAR — What  effect  will  the  European  war  have  Illinois  or  Indiana  factories,  has  made  for  a  somewhat 
upon  canned  food  values  ?  That  question  has  active  market.  While  it  is  true  that  80  cent  peas  have 
been  asked  more  than  a  score  of  times  during  been  scarce  ever  since  the  packing  season  closed,  one 
the  past  few  days  and  varied  indeed  are  the  answers,  or  two  lots  ten  days  ago  sold  at  77 1/.  cents. 

The  concensus  of  opinion  seems  to  be  that  the  house-  ^he  better  grades  have  been  in  routine  demand  only, 
wives  will  begin  to  lay  in  a  supply  like  they  did  back  in  jobbers  all  seem  to  have  a  fair  working  stock  on  extra 
1934  when  the  newspapers  of  the  county  threw  a  scare  standard  and  fancies  and  busy  as  they  are  with  other 
into  almost  everyone  that  on  account  of  drought  condi¬ 
tions  there  was  going  to  be  a  shortage  of  food. 

Those  who  recall  the  years  of  1914  to  1918,  well 
remember  that  the  American  public  was  on  a  sugar  and 
flour  ration;  that  sugar  advanced  as  high  as  26  cents 
a  pound  wholesale  and  that  many  other  foods  reached 
the  highest  levels  for  many  a  decade. 

Already  reports  have  reached  the  leading  jobbers  of 
Chicago  that  there  is  a  noticeable  increased  demand 
from  the  consumers,  not  only  for  certain  canned  food 
items  but  beans  as  well  as  sugar  and  coffee.  The  chains 
i  i.  o  report  an  unusual  heavy  run  for  this  season  of 
the  year. 

TOMATOES — That  part  of  the  Mississippi  Valley 
ivirth  of  a  line  drawn  east  and  west  through  India- 
ni.jiolis,  are  having  a  fairly  normal  tomato  crop  and 
P  ick.  South  of  that  line,  conditions  are  very  poor, 
the  crop  was  extremely  short  and  packing  has  already 
practically  finished. 
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and  more  seasonable  items,  are  letting  peas  more  or 
less  take  care  of  themselves. 

GREEN  AND  WAX  BEANS— Northern  Wisconsin, 
where  most  of  the  beans  are  packed,  had  favorable 
weather  the  last  week  of  August  but  the  market  con¬ 
tinues  steady  and  without  feature.  No.  2  standard 
cut  green  beans  are  available  at  70  cents,  factory,  with 
No.  2  tin  fancy  No.  1  sieve  whole  at  $1.45,  and  other 
grades  and  qualities  in  between. 

Wax  beans  promise  to  be  more  scarce  than  was 
originally  thought  with  fancy  whole  wax  quite  scarce. 

BEETS,  CARROTS  AND  OTHER  VEGETABLES— 
There  is  little  of  interest  to  report  on  these  lines  but 
prices  are  all  firm  and  in  several  instances  leaning  up¬ 
wards.  New  York  State  canners  are  quoting  new  pack 
carrots  for  shipment  this  week,  but  it  will  be  later  in 
the  month  before  Wisconsin  is  ready.  Sauerkraut  is 
maintaining  its  gains. 

CALIFORNIA  FRUITS — Interest  has  centered  in 
No.  10  tin  pie  cling  peaches  during  the  past  several 
days.  On  account  of  only  No.  1  fruit  being  canned  in 
California  this  season.  No.  10  pie  peaches  as  well  as 
No.  10  water  peaches  promise  to  be  in  light  supply. 
The  business  that  has  been  going  on  lately,  has  been 
taken  care  of  by  last  season’s  pack. 

Apricots  are  about  the  same  with  a  scarcity  of  No. 
21/4  fancy  grades  both  halves  and  whole. 

GRAPEFRUIT — The  Grapefruit  Juice  market  con¬ 
tinues  firm  and  the  prices  are  the  highest  for  the  cur¬ 
rent  year.  No.  2  segments  have  been  wanted  but 
quality  lots  at  under  90  cents  seem  to  be  scarce. 

Out  of  Texas  came  reports  that  someone  was  quoting 
future  or  new  pack  juice,  shipment  when  ready  next 
January  but  the  better  canners  of  the  Lone  Star  State 
say  that  anyone  that  would  name  future  prices  now 
should  have  his  head  examined.  Next  season’s  crop 
promises  to  be  fully  25  possibly  30  per  cent  less  than 
last  and  it  would  be  difficult  to  say  just  what  the 
canner  would  have  to  pay  the  grower  for  the  fresh 
fruit.  England  always  takes  a  substantial  quantity  of 
Florida  pack  of  juice  as  well  as  segments,  but  whether 
that  country  will  be  in  a  position  to  do  so  next  season 
is  quite  problematical. 

PACIFIC  NORTHWEST— All  is  quiet  in  Oregon 
and  Washington.  Pear  Canners  have  all  withdrawn 
and  it’s  difficult  to  obtain  firm  bookings.  Berries  and 
cherries  are  well  cleaned  up. 

KNOW  YOUR  BROKER — To  insure  healthier  mar¬ 
ket  conditions,  sell  your  goods  through  and  independent 
food  broker,  preferably  one  who  is  a  member  of  the 
National  Food  Brokers  Association. 

Here  is  what  a  prominent  broker  said  the  other  day : 

“Too  many  brokers  are  not  doing  the  job  they 

should,  bringing  the  entire  group  into  disrepute 

wdth  both  principals  and  buyers.  These  brokers 

have  no  backbone  and  no  responsibility.” 

Here  is  an  outstanding  reason  why  you,  Mr.  Canner, 
should— KNOW  YOUR  BROKER. 


CALIFORNIA  MARKET 

By  “Berkeley” 

Special  Correspondent  of  "The  Canning  Trade” 

Cargo  Space  The  Came — Peaches  Through — Picket  Sardine 
Canneries  Which  Were  Not  Operating — Sardine  Stocks  Light 
— Salmon  About  All  Down  From  The  North — All  Packs 
Lighter — Pears  Running  Small — Market  Advancing — ^Tomato 
Products  Holdings  Light. 

San  Francisco,  Calif.,  September  7,  1939. 

By  wire  September  8: 

FEVERISH  ACTIVITY  ENTIRE  LIST  WITH 
EARLY  CLEANUP  FIRST  HANDS  ASSURED. 
MOST  PACKERS  WITHDRAWN  APRICOTS  AND 
ADVANCES  MADE  MOST  OTHER  FRUITS  FIVE 
AND  TEN  CENTS  DOZEN  SMALLER  SIZES 
AND  FIFTEEN  TO  THIRTY  CENTS  ON  TENS. 
NO  ADVANCE  PINEAPPLE  YET  BUT  TRE¬ 
MENDOUS  DEMAND.  VEGETABLE  LISTS 
LARGELY  UNCHANGED.  ENTIRE  SALMON 
LIST  WITHDRAWN. 

“BERKELEY” 

HIPMENTS — War-jittery  Europe,  and  the  threat 
of  a  Pacific  Coast  marine  tie-up  at  the  expiration 
of  the  present  agreement  between  longshoremen 
and  shipowners  on  September  30,  combined  to  make 
August  a  month  of  general  uncertainty  in  shipping 
circles,  and  this  was  reflected  somewhat  in  the  buying 
and  selling  field.  With  the  actual  outbreak  of  war, 
has  come  a  rush  to  charter  cargo  space  for  September 
and  shipments  of  canned  products  out  of  all  Pacific 
Coast  ports  for  the  month  promise  to  be  heavy.  Like¬ 
wise,  the  outbreak  of  war  promises  to  bring  about 
changes  in  the  labor  situation  and  leaders  among 
longshoremen  have  suggested  a  willingness  to  discuss 
matters  with  employers  on  which  they  were  formerly 
adamant.  Canners  are  uncertain  just  what  the  im¬ 
mediate  effects  of  the  war  into  which  much  of  Europe 
has  plunged  will  have  on  the  market  for  their  products, 
but  it  is  expected  that  there  will  be  a  rather  sharp 
increase  in  the  demand  for  many  of  these.  Few  care 
to  discuss  this,  however,  their  thoughts  running  more 
to  the  fate  of  hapless  millions  and  the  desire  for  peace. 

PEACHES — Practically  all  of  the  peach  pack  has 
been  completed  and  if  there  is  any  canning  work  done 
after  this  week  it  will  be  largely  on  fruit  already  picked 
and  delivered.  The  Government  has  gone  ahead  with 
its  bargain  to  purchase  20,000  tons  of  the  crop,  but 
only  about  5,000  tons  were  canned.  Half  of  the  pur¬ 
chase  was  distributed  in  the  fresh  form  to  those  on 
relief  for  table  use  or  for  home  canning,  while  about 
5,000  tons  were  dried.  The  canning  for  the  Govern¬ 
ment  was  handled  by  the  Harter  Packing  Company, 
Hunt  Brothers  Packing  Company  and  Tri-Valley  Pack- 
Association. 

STRIKE — During  the  week  AFL  fishermen  picketed 
closed  sardine  canneries  at  Monterey  claiming  a  lock¬ 
out.  The  picket  lines  interrupted  no  sardine  canning 
operations  because  none  of  the  plants  opened  in  August, 
when  the  open  season  for  sardine  fishing  in  this  dis- 
strict  went  into  effect.  A  limited  amount  of  packing 
of  albacore  in  one  plant  has  been  halted,  but  fishing 
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is  going  on  as  usual,  with  catches  sent  to  southern 
California.  Fishermen  are  demanding  $11  a  ton  for 
sardines,  with  canners  offering  $7,  explaining  that 
there  is  a  light  demand  for  meal  and  oil.  The  better 
qualities  of  canned  sardines  are  in  rather  light  supply 
on  the  market,  with  some  packers  completely  sold  up. 
Southern  California  packers  have  larger  stocks,  since 
the  season  opens  later  than  in  northern  California 
and  lasts  until  later  in  the  Spring. 

SALMON — Practically  all  of  the  Alaskan  salmon 
packed  by  San  Francisco  interests  has  arrived  in  port 
and  deliveries  are  being  made  at  a  rapid  rate  on  early 
purchases.  Local  Federal  offices  have  received  word  to 
the  effect  that  the  Alaskan  pack,  as  of  August  19, 
amounted  to  4,710,844  cases,  as  against  5,992,964  cases 
for  the  corresponding  period  of  1938.  The  totals  include 
final  figures  on  Bristol  Bay,  Alaska  peninsula.  Cook 
Inlet  and  Copper  River.  The  pack  of  pink  fish  to  this 
date  had  amounted  to  2,148,853  cases,  against  2,638,157 
cases  a  year  ago;  reds,  1,936,434,  against  2,473,111; 
chums,  524,587  against  678,346 ;  kings,  30,607  against 
42,754  and  cohoes,  70,363  against  160,596.  Reds  are 
still  being  offered  in  this  market  at  $2.25  but  some 
interests  suggest  that  $2.50  would  be  more  in  line  with 
costs  and  express  belief  that  part  of  the  pack  will  move 
at  this  figure. 

PEARS — A  considerable  tonnage  of  pears  is  being 
left  unharvested  in  California,  owing  to  small  size  and 
unsuitability  for  either  canning  or  shipping.  From 
the  Pacific  Northwest  comes  word  that  the  crop  there 
is  running  rather  below  expectations  in  tonnage.  Pears 
are  about  as  firm  as  anything  in  the  canned  fruit  list 
where  firmness  is  a  feature  once  more.  Sales  have 
been  excellent  and  some  of  the  leading  canners  are 
reporting  sell-outs  of  their  packs  of  some  items.  Fancy 
grades  are  not  expected  to  be  available  very  long  from 
first  hands. 

TOMATOES — Tomato  packing  is  getting  into  full 
swing  and  will  reach  its  peak  this  month.  The  recent 
price  advances  seem  to  have  increased  the  demand  for 
California  pack  tomatoes  rather  than  otherwise. 
Tomato  paste  packers  advise  that  little  of  last  year’s 
pack  was  carried  over  into  the  new  season,  but  decline 
to  report  on  either  the  pack  or  carry-over.  Some 
items  in  tomato  products,  such  as  catsup  and  hot  sauce, 
have  been  in  light  supply  for  some  time  and  canners 
have  been  called  upon  to  make  shipments  from  new 
pack  as  soon  as  possible. 


THE  POPULAR  HAMILTON  COIL 


For  cooking  pulp,  sauces,  etc. 


Mide  ot  copper 
in  two  sizes  for 
500  and  1,000 
sa'  tanks.  Large  heating  sur- 
fac>^,  quick  acting;  outwear  any 
otKcr  type  3to1;  fewest 
joints;  stand  up  to  125  lbs. 
working  pressure;  easy  to  in- 
stail.  Priced  attractively.  Send 
for  bulletin  63. 


HAMILTON  KETTLE  WORKS  CO..  Hamriton,  Ohio 


SMALL  FARMS — Statements  to  the  effect  that 
small  farmers  were  gradually  being  frozen  out  in 
California  by  banks  and  corporations  were  challenged 
recently  by  Roy  M.  Pike,  manager  of  a  large  ranch  in 
Stanislaus  County,  in  a  meeting  at  San  Francisco. 
He  submitted  figures  to  indicate  that  of  2,743  cling 
peach  orchards  in  this  State,  902  are  under  5  acres, 
364  are  from  5  to  20  acres,  303  are  from  20  to  40 
acres,  137  are  from  40  to  99  acres,  9  from  200  to  300 
acres,  two  from  300  to  400  acres,  one  is  between  400 
and  500  acres,  and  3  are  over  500  acres.  He  advanced 
the  claim  that  no  large  farming  operation  actually  pro¬ 
duces  orchard,  vineyard  or  vegetable  products  at  a 
lower  per  unit  cost  than  does  the  small  farmer. 

THE  MARKET — While  we  have  quoted  no  prices 
above  the  whole  canned  foods  market  is  seething,  with 
advances  in  the  prices  of  many  items,  notably  toma¬ 
toes  and  in  many  fruits,  and  the  salmon  packers  have 
quite  generally  withdrawn  entirely  from  the  market. 
There  is  evidence  that  speculation  has  returned,  as  well 
as  the  desire  to  replenish  depleted  stocks.  Tomato 
prices  have  been  advanced  by  leading  canners,  ranging 
from  21/2C  to  5c,  and  higher,  on  the  smaller  sizes,  and 
from  15c  to  25c  on  10s.  Likewise  leading  canners  are 
advancing  all  fruit  prices.  If  all  canned  foods  prices 
are  not  actually  nominal  today,  they  are  approaching 
that  point,  which  means  subject  to  agreement  between 
seller  and  buyer,  with  the  seller  in  the  saddle,  due  to 
the  moderate  packs,  and  clean  ups  of  former  carry¬ 
overs. 


GULF  STATES  MARKET 

By  “Bayou” 

Special  Correspondent  of  "The  Canning  Trade” 

Shrimp  Remains  To  Small  Sizes — Canneries  Busy — Condition 
Of  Oysters  Give  Promise  of  Quality  Pack — Crab  Meat 
Season  Ending. 

Mobile,  Ala.,  September  6,  1939. 


SHRIMP  —  There  are  plenty  small  and  medium 
shrimp,  but  few  large  ones,  however,  the  shrimp 
have  increased  in  size  at  least  25  per  cent  since 
the  season  started  and  they  will  continue  to  grow,  as 
the  season  advances.  Shrimp  are  supposed  to  shed  about 
every  thirty  days  and  every  time  they  shed  their  shell, 
they  get  about  a  third  larger. 

.  The  canneries  are  running  full  time,  and  most  likely 
they  will  continue  to  operate  in  this  manner  for  several 
weeks,  as  this  month  is  usually  the  heaviest  of  the 
year  for  shrimp  canning. 

The  market  has  been  absorbing  a  good  portion  of 
the  shrimp  packed,  therefore  there  is  not  much  surplus 
being  accumulated. 

The  price  of  canned  shrimp  is  somewhat  irregular 
and  the  reason  for  this  is  that  there  is  always  the  over¬ 
anxious  canner,  who  resorts  to  price  cutting  to  move 
his  pack. 

Nevertheless,  this  price  cutting  does  not  always 
move  a  big  volume  of  goods,  but  in  some  cases,  it  works 
directly  opposite,  because  buyers  who  see  prices  tumbl¬ 
ing  take  a  buying  vacation  until  they  are  sure  that  the 
bottom  of  price  cutting  has  been  reached. 
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It  is  rumored  that  prices  on  small  shrimp  have  been 
quoted  as  low  as  97  V2  cents  per  dozen  for  No.  1,  and 
also  a  few  medium  at  this  price,  but  the  bulk  of  the' 
sales  have  been  made  at  $1.00  per  dozen  for  No.  1 
small;  $1.05  for  No.  1  medium  and  $1.10  for  No.  1 
large,  f.  o.  b.  factory. 

OYSTERS — If  w'e  did  not  see  by  the  calendar  that 
this  is  Fall,  we  certainly  would  not  know  it  by  the 
weather  we  are  having.  The  thermometer  shoots  up 
to  90  and  93  degrees  every  day,  which  is  certainly  not 
Fall  weather. 

This  hot  weather  kills  the  sale  of  raw  oysters  and 
does  not  help  the  sale  of  canned  oysters  either.  Some¬ 
how  or  other,  people  don’t  look  at  the  calendar  when 
they  get  oyster  hungry,  but  they  depend  on  the  North 
wind  to  tell  them  when  to  eat  them,  and  there  is  a 
rush  for  oysters  when  the  blizzard  comes. 

The  oysters  are  in  much  better  shape  than  they  have 
been  in  some  years  at  this  time  of  the  season. 

If  the  oysters  continue  to  improve,  canning  opera¬ 
tions  may  start  earlier  this  year,  but  it  will  hardly  be 
before  the  latter  part  of  November.  Not  only  does 
the  oyster  have  to  be  fat  to  can,  but  the  weather  has 
to  be  cold,  so  that  the  oysters  will  keep  out  of  water. 

The  market  on  canned  oyster  is  firm  at  95  cents  per 
dozen  for  five  ounce,  f.  o.  b.  factory. 

CRAB  MEAT — Very  little  crab  meat  is  being  pro¬ 
duced  in  this  section,  as  the  crabbers  have  knocked  off 
catching  crabs  and  are  now  shrimping  and  catching 
oysters  for  the  raw  shippers. 

A  BIG  DIFFERENCE  IN  PERFORMANCE 

QUALITY  AND  PRODUCTION  COST 

Greater  Capacity — Utterly  Dependable 
#  Indiana  Pulpers,  Finishers  and  Juice  Extractors 
are  outstanding  in  perFormance.  They  afford  a 
greater  volume  of  production  a  fine  quality  of 
product— at  a  much  lower  production  cost  They 
cut  down  payroll  costs.  They  are  sturdily  built, 
last  indefinitely  and  require  little  upkeep. 

SUPPLIES,  ACCESSORIES,  SUNDRIES 

Your  copy  of  Lanssenkimp  Catalos  No.  38  is  a  valuable  reference  book  for  anythins  that  is 
required  in  a  canning  plant.  Consult  it  first,  whenever  you  are  in  need. 

F.  H.  L  ANGSENKAMP  CO. 

^'Efficiency  in  the  Canning  Plant"  INDIANAPOLIS,  IND. 


Telephone  or  Telegraph  Orders 

Will  have  prompt  attention 

We  are  prepared  to  make  prompt  shipment  of 
machinery  and  supplies  during  the  peak  canning 
season. 

Telephone,  telegraph  or  write  us. 

A.  K.  ROBINS  &  COMPANY,  Inc. 

BALTIMORE,  MARYLAND 


CROP  REPORTS 


TOMATOES 

ELKINS,  ARK.,  August  31st,  1939 — Normal  acreage  500  acres. 
50  per  cent  of  crop  has  been  sold  as  green  wrap,  30  per  cent 
canned. 

SILOAM  SPRINGS,  ARK.,  September  5th,  1939 — Contracted  about 
fourth  of  normal  acreage.  Green  wrap  and  hot  weather  reduced 
yield  to  about  15  per  cent  of  normal  delivery. 

ELWOOD,  IND.,  September  5th,  1939 — The  early  crop  of  tomatoes 
in  Indiana  is  rapidly  coming  to  a  close.  Many  growers  of  early 
tomatoes  have  already  turned  in  their  baskets  for  the  season. 
The  late  fields  are  still  doing  nicely  in  this  Elwood  district,  but 
we  are  of  the  opinion  that  by  September  20th  the  1939  pack  will 
just  about  all  be  in  the  cans.  We  predict  that  the  total  pack 
for  Indiana  will  be  about  25  per  cent  short  of  last  season. 

SWEDESBORO,  N.  J.,  September  7th,  1939 — Crop  conditions  in 
this  territory  have  been  fairly  good  the  whole  season.  We  did 
have  a  heavy  rain  about  a  week  or  ten  days  ago,  but  do  not 
believe  that  it  was  sufficiently  hard  or  long  enough  to  do  a 
great  amount  of  damage  to  our  tomato  crop  which  was  the 
crop  that  was  being  harvested  at  that  time.  We  believe  that 
our  average  yield  this  year  particularly  on  tomatoes  will  be 
around  5  tons  per  acre,  which  we  would  state  is  a  fairly  normal 
crop. 

ELLISTON,  VA..  August  31st,  1939 — Crops  in  this  section  poorest 
in  15  years.  Most  canners  will  close  this  month  (August).  We 
will  pack  about  30  per  cent  of  normal  pack. 

CORN 

NEWARK,  N.  Y.,  September  5th,  1939 — Very  di’y  weather  has 
reduced  crop  to  75  per  cent  of  normal. 

ELLISTON,  VA.,  August  31st,  1939 — Crop  good. 

FRUIT 

HAVANA,  FLA.,  August  30th,  1939 — Pears:  Crop  practically 
a  complete  failure  due  to  cold  weather  last  spring. 

OTHER  ITEMS 

SILOAM  SPRINGS,  ARK.,  September  5th,  1939 — Spinach:  Dry, 
hot  weather  holding  up  planting. 

SILOAM  SPRINGS,  ARK.,  September  5th,  1939 — Green  Beans: 
Dry,  hot  weather  making  it  impossible  to  plant. 

HAVANA,  FLA.,  August  30th,  1939 — String  beans:  Severe  con¬ 
tinuous  rains  for  past  several  weeks  have  ruined  practically  all 
crops,  fall  beans  completely  ruined. 

SWEDESBORO,  N.  J.,  September  7th,  1939 — Pumpkin:  Prospects 
believe  the  set  is  satisfactory.  Taking  all  crops  into  considera¬ 
tion,  starting  with  asparagus  and  winding  up  with  pumpkin,  we 
believe  that  the  average  farmer  this  year  so  far  as  his  crop 
condition,  average  yield  and  money  return  is  going  to  be  a 
good  normal  year. 

NEWARK,  N.  Y.,  September  5th,  1939 — Beets:  Dry  weather 
has  reduced  crop  to  70  per  cent  of  normal. 

HAVANA,  FLA.,  August  30th,  1939 — Sweet  potatoes:  Crop  rot¬ 
ting  in  ground  or  being  dug  earlier  than  usual. 

HAVANA,  FLA.,  August  30th,  1939 — Turnips:  Yet  time  to 
plant  fall  turnips  if  rains  cease.  Crop  will  be  smaller  and 
later  than  usual. 

GROWER  CONTRACTS 

HANCELLOR  Lea  Seamster  made  permanent 
(August  30)  an  order  restraining  Millard  Doss 
and  other  tomato  growers  of  the  Winslow  area 
from  selling  tomatoes  to  others  when  they  had  signed 
contracts  selling  the  entire  crop  to  the  Litteral  Canning 
Co.  The  growers  will  appeal. 
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CANNED  FOOD  PRICES 


All  Prices  quoted  F.  O.  B.  Factory 

Prices  given  represent  the  high  and  low  canners’  selling  price 
of  the  current  week,  subject  to  the  customary  cash  discounts. 
Quotations  per  dozen  unless  otherwise  noted.  “Eastern” 
quotations  for  Atlantic  Coast  States  east  of  Ohio  River; 
“Central”:  Central  States  West  of  Ohio  River  to  Mountain 
States;  “West  Coast”:  Mountain  and  Pacific  Coast  States. 

Quotations  on  this  page  are  for  spot  goods.  For  future 
quotations  see  market  reports. 

Canned  Vegetables 


CANNED  VEGETABLES— Continued 
Eastern  Central 


ASPARAGUS 

White  Colossal,  No.  2% . 

Large,  No.  . 

Medium,  No.  2V^ . 

Green  Mam.,  No.  2  to.  cans......  2.35 

Medium.  No.  1  tall . .  . 

Large,  No.  2 . .  . 

Tips,  White,  Mam.  No.  1  sq . 

Small,  No.  1  sq . . 

Green  Mam.,  No.  1  sq . 

Small,  No.  1  sq . . . 

Green  Tips,  60/80.  2s . .  2.UU 

Green  Tips,  40/60,  2s....... .  2.30 

Green  Cuts  and  Tips,  2s .  1.65 

Green  Cuts  and  Tips,  10s..........  7.50 

Green  Cuts,  28 .  1.00 

STRINGLESS  BEANS 

Fancy  French  Cut  Green,  No.  2 

No.  10  . . . 

Ex.  Std.  Cut  Green.  No.  2..„.._ 

No.  10  . 

Std.  Cut  Green,  No.  2 . . 

No.  10  . . 

Fancy  Whole  Green,  No.  2 . 

No.  10  . . 

Ex.  Std.  Whole  Green,  No.  2.... 

No.  10  . 

Fancy  Cut  Wax,  No.  2.._ _ .... 

No.  10  . . 

Ex.  Std.  Cut  Wax,  No.  2......... 

No.  10  . 

Std.  Cut  Wax,  No.  2 . 

No.  10  . 

Fancy  Whole  Wax,  No.  2....... 

No.  10  . . . . 

Ex.  Std.  Whole  Wax,  No.  2 . 

No.  10  . 

Std.  Whole  Wax.  No.  2 . 

No.  10  . 

Red  Kidney.  Std.,  No.  2............ 

No.  10  . — . 


Eastern 
Low  High 


2.10 

2.50 


LIMA  BEANS 


No.  2  Tiny  Green . 

No.  10  . 

No.  2  Fancy  Small  Green.. 

No.  2  Medium  Green . 

No.  10  . . . 

No.  2  Green  &  White . 

No.  10  . 

No.  2  Fresh  White . 

No.  10  . . 

No.  2  Soaked . . 


BEETS 

Whole,  No.  2 . 

No.  2%  _ 

No.  10  _ 

Std.  Cut,  No.  2....... 

No.  2%  . 

No.  10  . . 

Fancy  Cut,  No.  2.. 

No.  2%  _ 

No.  10 


Std.  Sliced,  No.  2 _ 

No.  2  Ml  . . . 

No.  10  . 

Fancy  Sliced.  No.  2.. 
No.  10  . . 


CVRROTS 

Std  Sliced.  No.  2 . 


S‘d.  Diced,  No.  2 . . 

_  .80 

.80 

No.  10  . . . . 

3.75 

4.00 

P!  .\S  AND  CARROTS 

?  1  No.  2 . . . 

.65 

.80 

Pmey  No. 

.90 

1.10 

Central 
Low  High 


2.60  2.60 
£40  £'50 


2.10  2.15 

2.30  2.35 

1.65  1.75 

7.50  . 


West  Coast 
Low  High 


2.50 

2.60 

2.50 

2.40 


2.35 

2.50 

2.15 

2.25 

2.10 


2.60 

2.65 

2.60 

2.60 


2.45 

2.60 

2.26 

2.40 

2.16 


.90 

1.00 

1.10 

1.00 

1.10 

4.-50 

5.00 

4.75 

5.00 

.72  'i- 

.75 

.671.. 

.85 

.85 

1.00 

3.15 

3.15 

3..50 

3.75 

.65 

.65 

.70 

.70 

.75 

.80 

2.75 

2.75 

3.35 

3.25 

3.75 

1.40 

1.45 

1.00 

1.35 

5.00 

5.00 

5.50 

4.85 

5.50 

.90 

1.10 

1.20 

1.20 

4.50 

4.75 

5.00 

5.25 

.95 

.75 

.95 

5.50 

4.50 

5.00 

.75 

.80 

.75 

.80 

3.75 

3.75 

3.75 

4.50 

.70 

.75 

.65 

.75 

3.50 

3.50 

1.20 

1.05 

1.20 

5.00 

4.75 

1.00 

1.15 

5.00 

.70 

.60 

.65 

3.50 

2.65 

3.25 

1.50 

1.50 

1.35 

1..50 

1.50 

7.25 

7.50 

1.25 

1.25 

1.30 

1.20 

1.20 

1.15 

1.30 

1.25 

1.25 

6.00 

6.00 

.92% 

.95 

.95 

.90 

.90 

4.65 

4.65 

3.75 

4.00 

.70 

.80 

.72% 

.80 

.90 

.95 

4.00 

.75 

.60 

.65 

.80 

1.10 

.85 

1.35 

1.00 

1.10 

1.20 

.90 

1.50 

3.50 

4.00 

3.25 

5.00 

.62  'A 

.70 

.55 

.65 

.95 

.65 

.70 

3.00 

2.75 

3.00 

.65 

.60 

.65 

.70 

.75 

2.75 

3.00 

.76 

.85 

.90 

.90 

1.10 

3.75 

3.75 

3.35 

.85 

.60 

.75 

.80 

.85 

4.25 

3.00 

3.25 

3.60 

CORN — Wholegrain 

Yellow,  Fancy  No.  2 . . 

No.  10  . . 

Ex.  Std.  No.  2 . . 

No.  10  _ 

Std.  No.  2 _ 

No.  10  . . 

White,  Ex.  Std.  No.  2_.._ _ 

No.  10  _ 

Std.  No.  2 _ 

Na  10  . . 

Shoepeg,  Fancy  No.  2..„ _ 

No.  10  . . . 

Ex.  Std.  No.  2..._ _ .......... _ 

No.  10  _ 

Std.  No.  2 . . . 

CORN — Creamstyle 

Yellow,  Fancy  No.  2 . . 

No.  10  . . 

Ex.  Std.  No.  2 . 

No.  10  . . . 

Std.  No.  2 . . 

No.  10  . 

White,  Fancy  No.  2 . . 

No.  10  . . 

Ex.  Std.  No.  2 . . 

No.  10  . 

Std.  No.  2 . . . 

No.  10  . . . 

HOMINY 

Std.  Split,  No.  1,  Tall . . 

No.  2Mi  . . 

No.  10  . . . 

MIXED  VEGETABLES 

Fey.,  No.  2 . . 

No.  10  . 

Std.,  No.  2 . 

No.  10  . . . 

PEAS 

No.  2  Fancy  Sweets,  28 . 

No.  2  Fancy  Sweets,  Ss........... 

No.  2  Fancy  Sweets,  48 . 

No.  2  Fancy  Sweets,  6s . 

No.  2  Ex.  Std.  Sweets,  28 . 

No.  2  Ebc.  Std.  Sweets,  8s . . 

No.  2  Ex.  Std.  Sweets.  4s . 

No.  2  Ex.  Std.  Sweets,  Ss . 

No.  2  Std.  Sweets,  28 . 

No.  2  Std.  Sweets,  38 . 

No.  2  Std.  Sweets,  48.........._... 

No.  2  Std.  Sweets,  Ss . 

No.  10  Std.  Sweets,  28 . 

No.  10  Std.  Sweets,  3s . 

No.  10  Std.  Sweets,  48 . . 

No.  10  Std.  Sweets,  Ss . 

No.  2  Fey.  Alaska,  Is . . 

No.  2  Fey.  Alaska,  2s . . 

No.  2  Fey.  Alaskas,  Ss....__.....„ 
No.  2  Ex.  Std.  Alaskas,  Is — 
No.  2  Ehc.  Std.  Alaskas,  2s — 

No.  2  Ex.  Std.  Alaskas,  8s . 

No.  2  Ex.  Std.  Alaskas,  48..... 

No.  2  Ex.  Std.  Alaskas,  Ss . 

Na  10  Ex.  Std.  Alaskas.  l8.„. 
No.  10  Ehc.  Std.  Alaskas,  2s.... 
No.  10  Ex.  Std.  Alaskas.  8s... 

No.  2  Std.  Alaskas,  2s . 

No.  2  Std.  Alaskas,  Ss . . . 

No.  2  Std.  Alaskas,  4s . 

No.  2  Std.  Alaskas,  Ss . 

No.  10  Std.  Alaskas,  Is. - — 

No.  10  Std.  Alaskas.  2s..«— — 

No.  10  Std.  Alaskas,  Ss . 

No.  10  Std.  Alaskas,  4s . — 

No.  10  Std.  Alaskas,  Ss . 

No.  2  Ungraded . 

Soaked,  2s  . — 

lOs  . . . - . . 

Blackeye,  2s,  Soaked . 

lOs  . 

PUMPKIN 

Fancy,  No.  2 . . 

No.  2  Ml  . . . 

No.  8  . . 

No.  10  . . 

SAUER  KRAUT 


Low  High 

Low  High 

.85 

1.10 

.82% 

1.00 

4.50 

5.25 

4.50 

6.25 

75 

.82% 

.77% 

.87% 

4.50 

4.50 

5.00 

.75 

.85 

.70 

.85 

4.00 

4.50 

4.50 

.70 

.80 

3.30 

3.50 

4.25 

.96 

1.02% 

.90 

.95 

6.00 

5.00 

5.00 

.80 

4.76 

.70 

.80 

.87% 

.80 

.95 

3.85 

4.60 

3.75 

4.75 

.70 

.77% 

.67% 

.80 

3.50 

3.60 

4.00 

.65 

.70 

.65 

.70 

3.75 

3.40 

3.50 

.85 

.67  V, 

.90 

4.25 

4.50 

3.75 

4.75 

.75 

.67% 

.80 

3.35 

3.75 

3.70 

4.50 

.70 

.65 

.70 

3.20 

3.75 

3.50 

4.25 

.75 

.85 

.60 

.65 

2.60 

2.00 

2.35 

.80 

.85 

4.25 

4.25 

.55 

.65 

3.25 

4.00 

1.30 

1.36 

1.16 

1.20 

1.10 

1.15 

1.10 

1.15 

1.00 

1.00 

1.10 

.90 

1.26 

.85 

.90 

.95 

.77% 

.95 

.85 

.90 

.80 

.95 

.85 

.77% 

.67*72 

.80 

5.00 

5.76 

5.00 

5.25 

4.00 

3.76 

4.76 

3.50 

4.76 

1.40 

1.25 

1.30 

1.15 

1.20 

1.45 

1.10 

1.26 

1.10 

1.15 

1.05 

1.05 

1.00 

1.00 

.95 

1.00 

.95 

.95 

.85 

.90 

.90 

6.00 

6.25 

5.50 

5.50 

4.76 

5.60 

1.00 

.90 

1.00 

.90 

.86 

.90 

.85 

.85 

.85 

.85 

.85 

5.50 

5.50 

5.00 

5.26 

5.00 

5.00 

4.00 

4.50 

4.00 

4.15 

3.76 

4.00 

.80 

.80 

.55 

.50 

.60 

2.75 

2.50 

62 '4  . 

.66 

1.10  1.20 


1.10  1.25 


West  CoMt 
Low  High 


20  1 
10  1 
00  1 
15  1 

,971/2  1 

95  1 

921/2  1 


10 

80 

771/2 


50 

25 

00 

90 

5714 

50 


.65 

.80 


.72% 

.92% 


2.40  2.50 


No  '2^  . . 

.92% 

.75 

.85 

.76  .80 

IMn  »  *  .  . 

3.00 

^75 

3.25 

3.25  4.20 

SPINACH 

No.  2  . . . . . 

.80 

.60 

.85  1.10 

No.  2  V,  . .  _ 

1.00 

.80 

.90 

.97%  1.15 
3.35  4.35 

No.  16” _ ................................. 

3.50 

2.50 

3.25 

SUCCOTASH 

Std.  No.  2.  Gr.  Corn,  Dr.  Limas. 
Std.  No.  2,  Gr.  ^m,  Fr.  Limas. 
Triple.  No.  2 _ .............. _ _ — 

.80 

.85 

.97% 

.85 

1.05 
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Eastern 
Low  High 

SWEET  POTATOES 

Fey.,  No.  2,  Dry  Pack . 67%  .70 

No.  2%  . 87%  .87% 

No.  3  . . . 

No.  10  .  3.00  3.00 

Fey.,  No.  2  Syrup  Pack . 76  . 

No.  2%  . . . 97%  1.10 

No.  3  . . 

No.  10  .  3.26 


Central 
Low  High 


.76 

1.00 


TOMATOES 

Fancy,  No.  2 . 85 

No.  2%  .  1.10 

No.  3  . . . 

No.  10  .  3.60 

Ex.  Std.,  No.  1 . - 

No.  2  . 75 

No.  2%  . 1.00 

No.  3  . . . 

No.  10  .  3.25 


3.60 


1.00 

1.36 


1.06 

1.25 


1.10 

1.36 


.75 

1.00 


.45  .47% 

.67%  .80 
.96  1.10 


Std.,  No.  1.. 
No.  2  . 


TOMATO  PUREE 

Std.,  No.  1,  Who.  St.  1.04.. 


TOMATO  JUICE 

No.  1  . 

No.  303 . 

No.  2.  tall . 

No.  10  . . .  2.60 

TURNIP  GREENS 


Canned  Fruits 


APPLE  SAUCE 

No.  2  Fancy . . 

No.  10  - 

No.  2  Std . 

No.  10  . . . . 

APRICOTS 
No.  2%,  Fancy,,-... 
No.  2%,  Choice...... 

No.  2%,  Std - 

BLACKBERRIES 

Std.,  No.  2 . 

No.  3  . 

No.  10,  water.... 
No.  2,  Preserved.... 
No.  2.  Syrup . 


.67% 

2.86 


BLUEBERRIES 

No.  2  . . . .  1.40  1.60 

No.  10  . .  6.00  6.00 


1.45  1.60 

6.00  6.00 


CHERRIES 

Std.,  Red,  Water,  No.  2 . 

Std.,  White,  Syrup,  No.  2— 
Ex.  Std.,  Preserved,  No,  2., 

Red  Sour  Pitted,  No.  2 . 

Red  Sour  Pitted,  No.  10 . 

R.  A.  Fey.,  No.  2% . 

Choice,  No.  2%..„ . 

Std.,  No.  2% . 


FRUITS  FOR  SALAD 

Fey.,  No.  2% . — 

No.  10  . 

GRAPEFRUIT  SECTIONS 
8  oz.  . — 

No!  6  !!"!!!!!!""!!Z!!!!-!!""!!!!!"!Z!! 

GRAPEFRUIT  JUICE 

8  oz . — — 

No.  1  _ _ 

No.  300  _ 

No.  2  - - - 

46  oz . - . 

GOOSEBERRIES 

Std.,  No.  2 . . 

No.  10  _ 

PEACHES 

Fey.,  Y.  C.,  No.  2% _ 

Choice,  No.  2% . . 

Std.,  No.  2%™ . . 

Ex.  Std.,  Slie.  Yel.,  No.  1  Tails 
Seconds,  YeL,  No.  2%— ....—— 

No.  10,  Fancy . — — 

Peeled,  No.  10,  Solid  Pa«>k..„ 


1.07%  1.10 

LOO  !!!!!!! 
4.26  . 

Florida 

’".’85  ”!9’5 

2.25  2.46 

’  !  6  5  ’  ”  ’6  5 
1.40  1.67 

1.66  1.65 


.87%  .90 

4.00  4.26 


Texas 

I’s’e  ’[’go 


.66 


West  Coast 
Low  High 

. .  1.20 

.  1.60' 

Solid  Pack 
.95  1.00 

1.20  1.30 


CANNED  FRUITS— Continued 


3.85 

.76 

’’!97% 

’s’i’i’o 


4.00 


.42% 

.45 

.40 

.42% 

With  puree 
.62%  .65 

.65 

.67% 

.66 

.70 

.75 

.90 

.92  V2 

.85 

.85 

.95 

.95 

1.00 

1.00 

.97% 

3.00 

3.00 

2.75 

3.60 

3.00 

3.00 

.38% 

.37% 

.42% 

2.85 

3.00 

3.50 

3.00 

3.25 

.37% 

.35 

.40 

.62% 

2.66 

2.60 

2.75 

2.70 

3.00 

.40 

.56 

.66 

.52% 

.72% 

.80 

.70 

.80 

2.50 

2.76 

2.90 

3.26 

2.76 

3.00 

.76 

.65 

.67% 

1.06 

.86 

.90 

3.76 

3.76 

2.90 

3.00 

2.36 

2.90 

3.00 

2.66 

2.90 

. 

_ 

3.26 

3.35 

3.16 

3.26 

.76 

.80 

.70  . 

3.00 

3.26 

3.36  . 

. . 

1.86 

1.80 

1.30 


1.00 

’s’.’ei) 


1.90 

1.80 

1.35 


1.10 

si’e’e 


1.35 

6.00 

2.00 

1.90 

1.75 


1.40 

6.25 

2.16 

2.10 

1.80 


2.40  . 

7.30  7.66 

California 

.  1.36 

.  6.00 


1.47%  1.47% 
1.42%  1.46 
1.27%  1.27% 
.77%  .80 

1.07%  1.10 
4.75  6.00 

4.26  4.60 


Eastern 
Low  High 

PEARS 

Keifnr,  Std.,  No.  2% .  1.36  1.36 

No.  10  . . . 

Choice,  No.  2% . .  . 

No.  10  . - . —  . 

Bartlett,  Fancy,  No.  2%..........  1.65  1.90 

Choice.  No.  2% . .  . 

Std.,  No.  2% . .  1.37%  . 

No.  10,  Water . .  . 

No.  10,  Syrup . — _ ......  4.60  5.35 

No.  10  Pie,  S.  P . -  . 


PINEAPPLE 

No.  1  Flat . 

No.  211  Cyl . 

No.  2  Tall . 

No.  2% . 

No.  10  in  Juice.... 
No.  10  in  Syrup.. 


Central 
Low  High 


West  Coast 
Low  High 


PINEAPPLE  JUICE 

Buffet  . 

No.  211  . 

No.  2  . 

No.  2%  . . 

46  oz . 

No.  10  _ _ 


2.00 

2.00 

1.90 

1.70 

4.00 

4.25 

6.25 

6.40 

3.76 

4.00 

F.  O.  B.  Honolulu 
Crushed  Sliced 
.80  .80 

.86  . 

1.27%  1.42% 
1.70  1.70 

4.50  6.75 

6.00  6.00 

F.  O.  B.  Honolulu 


RASPBERRIES 

Black,  Water,  No.  2.. 

No.  10  . 

Red,  Water,  No.  2.... 
No.  10  . 


Red,  Syrup,  No.  2.. 
STRAWBERRIES 


Ex.  Pres.,  No.  1 . 

No.  2  . . 

Pres.,  No.  1 . 

No.  2  . 

Std.,  Water,  No.  10. 


.47% 

.67% 

.80 

.96 

1.37% 

2.17% 

3.76 

4.60 

1.45 

1.60 

1.66 

7.26 

7.60 

5.00 

6.00 

1.66 

7.26 

7.60 

5.26 

5.60 

6.50 

1.76 

1.40 

1.60 

1.80 

2.00 

2.10 

Canned  Fish 


HERRING  ROE 

10  oz . - . .  .70  . 

No.  2,  19  oz .  1.26  . 

No.  2,  17  oz .  1.12%  1.26 


LOBSTER 
Flats,  1  lb.. 

%  lb . 

%  lb . 


OYSTERS 

Std.,  4  oz. . 

6  oz.  . 

8  oz.  . 

10  oz . 

Selects,  6  oz . 


Southern  Northwest  Selects 


.96 

1.05 

1.06 

.96  1.00 

1.15 

1.80 

2.10 

1.60 

1.90 

2.20 

1.85  . 

SALMON 

Red  Alaskas,  Tall,  No.  1 . — 

Flat,  No.  % . . 

Cohoes,  Tall,  No.  1... . 

Flat,  No.  1 . — 

Pink,  falL  No.”i""".’!Z!’..Z!!!!Z 

Flat,  No.  % . . 

Sockeye  Flat,  No.  1......— 

No.  %  . . 

Chums,  Tall,  No.  1 . 

Medium,  Red,  Tall . 

SHRIMP 


No.  1,  Small . . 

No.  1,  Medium . .  . 

No.  1,  Large . . 

SARDINES  (Domestic)  Per  Case 

%  Oil,  Key . 3.76 

%  Oil,  Keyless .  3.26 

%  Oil,  Tomato,  Carton . — . 

%  Oil,  Carton . 4.26 

%  Mustard,  Keyless . —  3.00 

Calif.  Oval  No.  1,  24's . — —  ....... 

Calif.  Oval  No,  1.  48*8 . 

TUNA  FISH.  Per  Case 

Fey.,  Yel.,  Is,  24*8 . .  . 

Fey.,  Yel.,  Is,  48's . . . 

%8  . -  . 

V48  . .  . 

Light  Meat,  Is . — — —  . 

%s  - - 


1.26 

1.76 


Southern 
1.00  1.06 


1.05 

1.10 


1.10 

1.20 


1.70  1.70 

3.26  3.36 


9.60  11.00 

6.76  6.26 

3.66  4.20 

9.00  10.60 

6.26  6.60 

3.60  3.86 
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WANTED  and  FOR  SALE 


In  the  numerous  changes  being  made  in  the  canning  factories 
throughout  the  country  there  is  probably  just  the  machine, 
supply  or  entire  factory,  that  you  want  Now’s  the  time  to 
pick  up  needed  used  machinery  at  a  price,  or  turn  idle  holdings 
into  cash.  Make  your  offer  or  list  your  needs  on  this  page  to 
accomplish  your  objective  quickly  at  very  little  cost.  The  rates — 
straight  reading,  no  display:  One  time,  per  line  40  cents,  four 
or  more  times,  per  line  30  cents,  minimum  charge  per  ad,  $1.00. 
Count  eight  average  words  to  the  line.  Count  initials,  numbers, 
etc.,  as  words:  Short  line  counts  as  full  line.  Use  a  box  number 
instead  of  your  name  if  you  like.  The  Canning  Trade,  20  S. 
Gay  Street,  Baltimore,  Maryland. 


FOR  SALE  — MACHINERY 


CONSOLIDATED  OFFERS:  Copper  and  Aluminum  Cooking 
Kettles;  Retorts;  Can  and  Bottle  Labelers;  Glass  Lined  Tanks; 
Pumps;  Vacuum  Pans,  etc.  A-1  condition.  Quick  delivery.  We 
buy  and  sell  from  a  single  item  to  a  complete  plant.  Consolidated 
Products  Co.,  Inc.,  18-20  Park  Row,  New  York  City. 


FOR  SALE — Little  used  and  rebuilt  canning  machinery.  What 
have  you  to  sell  or  exchange?  A.  K.  Robins  &  Co.,  Inc., 
Baltimore,  Md. 


WANTED  —  MACHINERY 


WANTED — Shaker  for  number  one  tin  cream  style  corn. 
Address  Box  A-2385,  Ths  Canning  Trade 


WANTED— CANNED  FOODS 


WANTED — Salvaged  Canned  Foods.  Will  pay  cash  for  rusty, 
buckled  or  close  outs  of  all  kinds  of  canned  foods  in  any  quantity. 
Address  Box  A-2334  c/o  The  Canning  Trade. 


SITUATIONS  WANTED 


POSITION  WANTED — Young  man,  26  years  of  age,  experi¬ 
ence  canning  industry,  21^  years  sales  management,  auditor, 
bonded  warehouseman,  traffic  manager,  desires  office  employ¬ 
ment,  any  capacity  if  future  assured.  Published  articles, 
economics  and  on  canning  industry.  One  year  college;  one  time 
publicity  agent.  References.  Box  B-2384,  The  Canning  Trade. 


WANTED — Position  as  Salesmanager.  Having  served  years 
with  one  of  the  best  known  canned  foods  brokerage  houses, 
knowing  and  known  by  most  buyers  and  with  a  long  reputation 
as  a  salesman,  am  able  to  set  up  a  sales  department  for  a 
large  aggressive  canner.  Of  the  40  plus  class,  but  healthy  and 
active,  upon  immediate  call.  Address  Box  B-2376,  The  Canning 
Trade. 


FOR  SALE— CRAPE  FRUIT  JUICE 

FOR  SALE  —  About  13,500  cases  Grape  Fruit  Juice, 
unsweetened.  No.  2  cans,  with  or  without  labels.  Good  quality 
Florida  fruit,  make  offer.  Box  193,  Avon  Park,  Florida. 


^de  IjOddA 

ALMANAC 

I 


It  contains  the  answer  to  most  any 
question  you  want  to  know  about 
the  packs,  acreage,  yields,  laws, 
regulations,  labeling  requirements, 
grades  and  Where  To  Buy  your 
needs  etc.  Learn  to  use  it — you'll 
be  surprised  at  its  thoroughness. 


THE  CANNING  TRADE 

20  South  Gay  Street,  BALTIMORE,  MARYLAND 


I  THE  1939  DIRECTORY  OF  CANNERS 

I  Now  Ready!  Enter  your  order  now  for  the  30th  edition.  Compiled  by  the  National  Cannere  Aauociation, 

I  from  Statistical  Reports  and  such  other  reliable  data. 

I  Carefully  prepared  and  up-to-date;  lists  corrected  by  Canners  themselves;  verified  by  competent 
j  authorities.  The  various  articles  packed  and  other  valuable  information  is  given.  Distributed 
i  j  free  to  members  of  the  National  Canners  Association.  Sold  to  all  others  at  $2.00  per  copy,  postage 
i  prepaid.  The  book  that  is  needed  by  all  wholesale  grocers,  brokers,  machinery  and  supplymen, 
|;  salesmen,  and  practically  everybody  interested  in  the  canning  industry.  Get  your  order  in  now. 

|i  National  Canners  Association^  1739  H.  St.,  N.  W.  Washinston,  D.  C. 
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WHERE  TO  BUY 

— the  Machinery  and  Supplies  you  need  and  the  leading  houses  that 
supply  them.  Consult  the  advertisements  for  details. 

ADHESIVES 

Dewey  &  Almy  Chemical  Co.,  Cambridge,  Mass. 

BASKETS,  Wood 

Planters  Mfg.  Co.,  Portsmouth,  Va. 

Riverside  Mfg.  Co.,  Murfreesboro,  N.  C. 

BOOKS,  on  canning,  formulae,  etc. 

The  Canning  Trade,  Baltimore,  Md. 

CAN  MAKING  MACHINERY 

Cameron  Can  Machinery  Co.,  Chicago,  Ill. 

CANNED  FOODS 

Phillips  Packing  Co.,  Cambridge,  Md. 

Phillips  Sales  Co.,  Cambridge,  Md. 

CANNERY  SUPPLIES 

Ayars  Machine  Co.,  Salem,  N.  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

CANNING  MACHINERY  AND  EQUIPMENT 

Ayars  Machine  Co.,  Salem,  N,  J. 

Berlin-Chapman  Co.,  Berlin,  Wis. 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Food  Machinery  Corp.,  Hoopeston,  Ill. 

Hamilton  Kettle  Works  Co.,  Hamilton,  Ohio 

E.  J.  Judge,  Alameda,  Calif. 

F.  H.  Langsenkamp  Co.,  Indianapolis,  Ind. 

LaPorte  Mat  and  Mfg.  Co.,  LaPorte,  Ind. 

Morral  Bros.,  Morral,  Ohio 

A.  K.  Robins  &  Co.,  Inc.,  Baltimore,  Md. 

Sinclair-Scott  Co.,  Baltimore,  Md. 

United  Company,  Westminster,  Md. 

Westminster  Machine  Works,  Westminster,  Md. 

CANS 

American  Can  Co.,  New  York  City 
Continental  Can  Co.,  New  York  City 
Crown  Can  Company,  Philadelphia,  Pa. 

Heekin  Can  Company,  Cincinnati)  Ohio 
National  Can  Corp.,  New  York  City 
Phelps  Can  Company,  Baltimore,  Md. 

Phillips  Can  Company,  Cambridge,  Md. 

INSURANCE 

Lansing  B.  Warner,  Inc.,  Chicago,  Ill. 

LABELS 

Gamse  Lithographing  Co.,  Baltimore,  Md. 

R.  J.  Kittredge  &  Co.,  Chicago,  Ill. 

Piedmont  Label  Co.,  Bedford,  Va. 

Simpson  &  Doeller  Co.,  Baltimore,  Md. 

PEA  HULLERS  AND  VINERS 

Chisholm-Ryder  Co.,  Niagara  Falls,  N.  Y. 

Frank  Hamachek  Machine  Co.,  Kewaunee,  Wis. 

SEED 

Associated  Seed  Growers,  Inc.,  New  Haven,  Conn. 

Gallatin  Valley  Seed  Co.,  Bozeman,  Mont. 

Rogers  Bros.  Seed  Co.,  Chicago,  Ill. 

F.  H.  Woodruff  &  Sons,  Milford,  Conn. 

SUGAR 

Com  Products  Sales  Co.,  New  York  City 


SMILE  AWHILE 

There  is  a  saving  grace  in  a  sense  of  humor 

Contributions  Welcomed 


Little  Jeannie  was  watching  some  farm  hands 
spreading  out  a  stack  of  hay  which  was  heating  and 
might  take  fire.  Why  after  taking  the  trouble  to  build 
the  stack  they  should  be  taking  it  to  pieces  she  could 
not  understand.  At  last  she  asked  politely,  “Is  it  a 
needle  you’re  looking  for?” 

He :  Well,  of  all  the  rotten  luck !  Short  of  gas  right 
in  the  middle  of  traffic. 

She :  But  you  can’t  stop  for  that,  John ;  here  comes 
an  officer. 

A  stranded  English  actor  went  into  a  sordid  eating 
house  in  New  York  for  a  cheap  meal,  and  was  horrified 
to  recognize  the  waiter  as  a  colleague  who  had  played 
with  him  in  London. 

“Great  Scott!”  he  gasped,  “you,  a  waiter  in  this 
place?” 

“Yes,  but  I  don’t  eat  here,”  replied  the  other  with 
dignity. 


Bridget:  Pat,  my  man.  I’m  going  to  die,  and  I 
want  you  to  promise  me  one  thing. 

Pat:  Shure,  Bridget,  and  I’ll  do  that.  What  is  it? 

Bridget:  I  want  you  to  have  my  mother  in  your 
carriage  at  the  funeral. 

Pat:  Well,  since  it  is  your  last  wish,  I  promise; 
but  I  tell  you  it  will  ruin  the  day  for  me. 

Counsel  to  police  witness:  But  if  a  man  is  on  his 
hands  and  knees  in  the  middle  of  the  road,  does  that 
prove  he  is  drunk? 

Policeman:  No  sir,  it  does  not,  but  this  one  was 
trying  to  roll  up  the  white  line. 

When  men  wore  long  beards — a  wife  allowed  her  hus¬ 
band  to  play  poker  twice  a  month  while  she  had  a  party 
of  lady  friends.  The  husband  came  home  one  night 
while  all  were  there,  his  whiskers  loaded  with  tobacco 
juice. 

Wife:  Dear  me,  John,  couldn’t  you  turn  your  head 
to  spit? 

Husband :  Nope,  not  in  that  game. 

They  had  just  met  at  Atlantic  City  and  were  sitting 
on  the  beach. 

She:  What  a  wonderfully  developed  arm  you  have. 

He:  Yes,  I  got  that  playing  basketball.  By  the  way, 
were  you  ever  on  a  track  team? 


Kind  Friend:  I’ll  give  you  a  penny  for  a  kiss 
Betty. 

Bright  Kid :  No,  thank  you.  I  can  earn  more  taking 
cod  liver  oil. 
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THE  CANNING  TRADE 


PLANTS 

OF  THE 


PHELPS  CAN  CO 


MANUFACTURERS  OF 

TIN  CANS 

CAPACITY  600  MILLION  CANS  PEP  YEAR 

MAIN  OFFICE  ^ 

..jSw  BALTIMORE  MD. 


WEIRTON.W.VA 


The  Sixth  Edition  of 


/t  Qompleie 

6o44/iAje  in 


"Every 
Conner 
should 
have  a 
copy  of 
this 
ux>rk" 


A  complete,  practical  and  up-to-date  canners’  text¬ 
book,  answering  any  questions  that  may  arise  relative 
to  proper  methods  of  canning.  It  covers  every  phase 
of  processing  vegetables,  fruits,  fish,  meats,  soups, 
preserves,  jellies,  sauces,  etc. 


Remit¬ 

tance 

With 

Order 


THE  CANNING  TRADE 


The  Canned  Foods  Authority 

BALTIMORE  20  s.  gay  street  MARYLAND 


Size  6x9,  360  pases,  BeautiFully  Bound. 
Stamped  in  Gold. 
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NATIONAL  CAN  CORPORATION 


SUBSIDIARY  OF  MCKEESPORT  TIN  PLATE  CORPORATION 

EXECUTIVE  OFFICES  .  110  EAST  42nd  STREET  •  NEW  YORK  CITY 

Salet  Olfic«  and  Plants  a  NEW  YORK  CITY  •  BALTIMORE  .  MASPETH,  N.  Y.  •  CHICAGO  •  BOSTON  .  DETROIT  .  HAMILTON,  OHIO 


You'll  not  fumble 
a  single  chance 
at  the  Peak  of  the  Pack 
with  "NATIONAL" 
ever  ready  to  place 
CANS  at  your  door  • 
to  check  your 
mechanical  equipment  • 
to  advise  in  a 
technical  way! 
The  experience  of 
30  canning  seasons 
matches 
"NATIONAL"  Service 
to  the  speed 
of  arriving 
crops. 


